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Now you can use printing papers that permit the 


finest printing results, and, at the same time, allow 


























substantial savings. Seeedroa’* papers have a super- 
smooth printing surface produced by exclusive coat- 
ing processes. These papers reproduce four-color process 
plates handsomely. Products can be portrayed with a 
high degree of realism. Serefcoad is the key to eye- 


winning printing that puts your story across with 


ch lla title tol a . 


enthusiasm and helps move merchandise 


Feretcoal also brings new paper economy. Adver- : | 
tisers who have been paying a premium for superior 
printing results can make important savings at 0 ‘ 
sacrifice of quality by specifying Serelcoad papers 
Ferelcoal provides all the beauty of costly printing papers 
at the price of ordinary paper! 

On the other hand, if you have a small budget for a 
printing which has limited you to not-so-good appear- 


ing catalogs, circulars and brochures, you can now 





step-up to Serefroa’ quality paper at little, if any, 
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papers. Or write Kimberly-Clark 
for proofs of fine printed results 
* You'll agree, these new papers 
e gree, these new pape 
Ki mfect ; aa . 
do most for the money! They are 
available through your paper mer- 


chant. If you prefer, inquire direct 
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NEXT MONTH 


@ “LeTourneau Built Its Business on Faith,” 
by George C. McNutt, advertising manager, R 
G. LeTourneau, Inc. Here's the fascinating mar 
ting story of this manufacturer of heavy con 
equipment which is known for the high 
ts president and his unusual business 


@ “Sangamo’s Advertising Helps an Entire In 
lustr C. R. Horrell, general sales man 
iger, Sangamo Electric Company. How one ot 
the most unusual and basically sound advertising 
rograt n the electrical field was conceived and 


@ “How Armstrong Cork Company Built Its 
Latin American Trade” Having increased its 
tir rican business by eight times since 
story of this company’s export acti 
ially significant at this time 
@ “York Ice Machinery’s Planned Selling Pro 
in Joseph L. Rosenmuiller, sales promotion 
York Ice Machinery Corporation, who 
tour “road shows” making the rounds 


Y tks branches with a program to more 

sel) linate its advertising, sales promotion, 
ind tlorts 
° A plete report of the Mid-Western 
Negi inference of the National Industrial 
Adve dealing with subjects of vital inter 
St ar rtance to every industrial advertising 
= ng executive. See program on page 

ity. 
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by Ac ng Publications, Inc., at 100 East Ohio 
St, Chicsae Telephone: Delaware 1337. New York 
Office 0 W. Forty-Second Street. Telephone: 
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Sold se -ately. Subscription, U. S. and Canada, 
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GENERAL NATHAN BEDFORD FORREST 


@ General Nathan Bedford Forrest, ‘The 
Fox,” whom General Sherman called ‘the 
most remarkable man the Civil War pro- 
duced on either side,” was a Confederate 
cavalry commander with a genius for 
strategy. 

Had he had the advantages of formal 
training, he would have been the greatest 
military figure of the war. As it was, he 
became celebrated for such exploits as 
routing a Federal cavalry unit twice the 
size of his own, fighting his way out of a 
surrounded fort (at Selma, Ala.) to avoid 
surrender, and capturing the Federal gar- 
rison at Murfreesboro with a much in- 
ferior force (considered one of the most 
brilliant achievements of the war) He 
captured Trenton, Union City and Brent- 
wood with their garrisons and supplies, 
and was a genius at isolating and defeat- 
ing or capturing a key portion of an 
opposing force, thus forcing a retreat. 

After his 4,713 cavalrymen beat 3,200 
Union cavalry and 4,500 infantry, with 
four times as many Union as Confederate 
casualties, Sherman said “Forrest must be 
killed, if it costs 10,000 lives and breaks 
the treasury.” But Forrest seemed to bear 
a charmed life. He killed or defeated, in 
hand-to-hand fight, 30 Federal officers and 
soldiers, and 29 horses were shot under 
him. Again and again on his marches he 
barely escaped capture, and he had an 
exasperating way of venturing into the 
enemy lines, then disappearing. 

Forrest didn’t surrender until almost a 
month after Lee, then went back peaceful. 
ly to his $30,000-a-year business as a 
cotton planter. And this paragon didn't 
drink, smoke, cuss, or allow questionable 


stories in his presence. 
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Au Eight Point Program for 
Todays Ad Manager 


Here's a plan for being most helpful to sales right 


now and at the same time building for the future 


@ ONE of the greatest aids to in- 
dustrial sales promotion today could 
be a crystal ball, into which we could 
gaze at the future and the past. 
Things are happening so fast that 
a bit of crystal gazing, or foresight 
into what will happen four or five 
years from now, would be a grand ac- 
If we could have the 
concession on bona fide crystals, our 


complishment. 
only worry would be the income tax 
ilting therefrom. 
fortunately, or unfortunately, we 
so busy right now that there is 
le time for either introspection or 
une-telling, so that may safely be 
to after-dinner speakers. 
Most of us in industrial sales and 
ertising have larger budgets be- 
se sales are larger and management 
‘s it can afford to spend more when 
¢ is more to spend. How are these 
ser appropriations being spent? 
\re magazine being 
ibled? Not by many whose output 
ilready sold for months to come, 
iough the regulars are keeping up 
‘|. They find a real use for busi- 
» paper advertising for institutional 


schedules 





DUSTRIAL MARKETING, April, 1941 


By DOUGLAS C. MINER 


Advertising Manager, E. F. Houghton 
& Co., Philadelphia 


messages, to develop new markets, to 
increase the number of baskets for 
their eggs, and of course with the 
eventual hope of cushioning the bump 
everyone expects. Perhaps because 
this time we expect it, the very knowl- 
edge or admission will soften the blow. 

But now when industry rides on 
the crest of a wave whipped up by 
the defense storm, how about the 
other familiar items that go to make 
up a budget of advertising? Direct 
mail is not measurably increased, we 
believe, because everyone thinks men 
They do have 
time, or take time, to read what they 
must read to keep up with their jobs. 
Ordinary matter, however, 
gets short shrift. And if we could 
get a flock of inquiries, our sales force 
would not have time to follow them 
up. Service calls make huge demands 
on industrial salesmen. 


have little time to read. 


circular 


How 


The question asked here is: 





can we make the best use of these 
increased appropriations, to build for 
the future of our businesses? 

Let’s admit that we could sell about 
all we can make this year without 
any advertising—although that may 
be disputed. Actually we are in such 
a position today as a result of accumu- 
lated good will and acceptance built 
up over many past years of advertis- 
The fight to estab- 
lish our companies in the minds of 
buyers during periods of intense com- 
petition and slow, hard-to-get busi- 
ness is bearing fruit today. Bread 
cast on the waters in the early thir- 


ing and selling. 


ties is returning many-fold in this 
sellers’ market of today. Why, then, 
should we advertise at all? 

Why should General Motors, for 
example, tell how its vast facilities are 
being adapted to defense manufactur- 
ing? Why should Warner & Swasey 
tell the merits of its machine tools 
philosophy, 
every machine it can make is already 
sold for many months ahead? Why 
should United Aircraft tell of its 

(Continued on page 94) 


and its business when 
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A camera story of the dramatized presentation of G-E's new Tri-Clad motor. The announcement of the new motor coincided with the one hundredth anniversary 
motor which is marked at the presentation by a huge birthday cake with lighted candles (electric, of course). The development of the electric motor is then traced wi 
of "The Family Album" of human interest views dating the stages of progress. As the last page is turned, the latest development in electric motors, Tri-Clad, is pun 
the book in real life by another commentator who explains the features of the motor part by part, aided by slides projected on the screen at the left to enlarge thos 
to be seen clearly by the spectators. Following the presentation, the audience is released to inspect a group of exhibits and demonstrations of the motor arour 





How G-E Planned and Launched the 
Tri-Clad Meteor Campaign 


Here's the step by step story of today’s greatest 
promotional campaign for a new line of products 


@ GIVEN a highly competitive prod 
uct that’s practically all new from 
base to nameplate—gi\ en an alert, ax 


gressive sales force that’s appreciative 





of promotional aids—given the green 
light in the form of an adequate pub- 
licity budget by far-sighted manage- 
ment—and given all this at a time 
when industry's men who “read as 
they run” are searching for new prod 
ucts and new ideas to accelerate and 
guarantee the pace of production- 
well, that comes pretty close to being 
in advertising utopia, doesn’t it? 

I'm speaking of our new Tri-Clad 
induction motor—subject of the most 
extensive promotional program on a 
single piece of equipment that our 
company has ever produced. 

This motor didn’t “just grow.” The 
first electric motor was born 100 years 
izo. General Electric has been build 
ing motors tor sixty-two years out of 
the last century. Five hundred man 


vears of G-E research went into the 


new Tri-Clad. Customers in every type 


of industry were queried as to what 
they wanted most in motors—we feel 
that these demands have been met. 
And there you have the ingredients of 
1 program pretty w ell outlined. 


Swaddled in sixty-nine vards of red 
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By ROY D. JORDAN 


Industrial Section, Publicity Depart- 
ment, General Electric Company, 


Schenectady, N. Y. 


velvet and glamorized by four “baby” 
spotlights, this newest arrival in our 
motor family was simply known as 
“Type K, Frame 203, 1800 RPM, 
1'. HP, Polyphase Induction Motor” 
when 300 of our district specialists and 
salesmen played godfathers last Octo- 
ber. But obviously you can’t create 
trade names and headlines with im- 
pact out of mouth-filling type and 
model designations—no matter how 
sterling their worth catalog-wise. Six 
hundred and forty-one names were 
suggested by our organization in all 
parts ol the country. Opinion, good - 
judgment, and common sense finally 
“ielled” on one name: Tri-Clad—a 
name that’s easy to remember, pro- 
nounce, or read, and one that concisely 
described the new motor’s most im- 
portant feature—extra, three-way pro- 
tection—triply clad, or protected, 
against electrical breakdown, against 
mechanical damage, and against oper- 
ating wear and tear. And there you 


pretty well have your theme, your cen- 


tral sales point, your continuity fac 
tor—and you're ready to fire away at 


your objective! 


A Triumvirate of Sales Interest, Too 


When we start out to build a pro 
gram like this one on Tri-Clad, w« 
visualize three important groups 
namely, (1) our own internal organ 
zation of salesmen and specialists; (2 
our dealers, distributors, and agents 
and (3) the ultimate user. We rec 
ognize months in advance of the ap 
pearance of advertising and sales pro 
motion that our field force—like th 
country school teacher—is supposed 
“to know all the answers and be ab 
to reel "em off quick like!” The san 
is equally true of our distributor o 
ganizations. So our first problem is n 
only to inform, but inspire as well, 
internal organization. 

Late last September—after to 
months of feverish planning, printi 
and programming — invitations w« 
out to our eleven districts and to 
headquarters of our major distribut 
asking representatives to meet at 
Lynn home of “Type K, Frame 2 
etc., etc.”” When these men arriy 
they literally found the stage all 
for them—a stage complete with 
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operties, sound effects, etc., neces- 
y to the telling in clear—yet fast- 
oving—dramatic fashion the story 
it some of them had flown 3,000 
miles to hear. Far from being a series 
of lantern-slide talks droning on for 
hours, a product meeting such as these 
men attended takes advantage of prac- 
tic lly every visual device to keep it 
paced in high gear. Motion pictures— 
both sound and silent, in black and 
white and in color—giant animated 
charts that illustrate various points in 
synchronism with the speakers, blow- 
photographs, here and there a few 
lantern slides — yes, even 


cake” 


tage center while carrying a pirate’s 


pertinent 


cheese stepping daintily to 
reasure chest from which came sales 


manuals and product literature—all 
these devices keep a meeting humming. 
For skits to help make various points— 
for example, to dramatize the two 
vears of work within the company on 

new design—we draw liberally 
upon the techniques of the radio and 
the theatre. All talks are thoroughly 
cued in advance of delivery, and we 
do everything possible to discourage 
speakers asking for “the next chart, 
please.” Once the sales manager who 
s also the chairman of the meeting has 
welcomed the representatives and re- 
turned to the audience, all further in- 
troductions and other bits of continu- 
ty are handled by an “unseen chair- 
man” backstage over a PA system. 
This in itself adds a further touch of 
showmanship as well as greatly speed- 


ng up the presentation. 


Literature Comes Later 


Prior to the Tri-Clad motor mect- 


ng, we carefully prepared in printed 


torm a “Fact Book” which tells all. 
Such a “Fact Book” is literally a cut- 
1-Way motor in print. So successful 


has this device become that we no 


longer find it necessary to reprint the 





Re embrance advertising also will play a 
P n the G-E Tri-Clad motor campaign in 
form of this molded plastic ash tray 
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Walter J. Reagles, art director, G-E pub- 
licity department, at work at his board put- 
ting the finishing touches to another spread 
in the Tri-Clad motor campaign. Full color 
four-page inserts blazed the trail in business 
papers covering every industry represent- 
ing a major market for electric motors 


actual talks given from the stage. Each 
man in attendance receives a copy of 
the “Fact Book” after the product ses- 
sion—not before, or during it—hence 
there is nothing to detract from the 
stage presentation. These books, being 
in part confidential for our own men, 
are assigned by numbers and records 


kept in the general office. 


The Follow Up 


It is obviously unfortunate that 
there is no practical means of carrying 
a Lynn Tri-Clad meeting in toto to 
all our men throughout the country at 
one time. For one thing, the expense 
would be too great, but of much great- 
er importance would be the complete 
disruption of service to our customers. 
The best that we can hope for is that 
our original audience will take with it 
some measure of the enthusiasm gener- 
ated at the “premiere” and spread that 
enthusiasm far and wide among its as- 
sociates. To help the enthusiasm along, 
we always supply a well-worked out 
kit of follow-up materials. In this in- 
stance, our kit included: a sample cut- 
away motor in a unique bowling-ball- 
type carrying case, miniature (35- 
mm.) lantern slides—both black and 


white and in color—of selected sales 
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charts and of all illustrations from the 
“Fact Book.” 


include copies of scripts used in the 


Wherever possible, we 


skits, and to the chairman-to-be of 
each sales district’s follow-up meetings 
we also supply a complete set of all 
talks together with a suggested pro- 
cedure for putting on the district and 
local office meetings. Thus we make it 
as easy and painless as possible in these 
busy times for each district to organ- 
ize and conduct its product meetings 
at its individual convenience. 

We at the general office are extreme- 
ly fortunate in having capable pub- 
licity representatives in each of our 
district offices whose duty it is, on a 
project like our Tri-Clad follow up, to 
work closely with the district com- 
mittee in planning both the conduct 
and itinerary of the follow-up tours. 
These representatives have a keen flair 
for showmanship and timing and take 
an active part not only in planning the 
follow-up meetings but in the actual 
presentation as well. 

In connection with effective follow- 
up meetings, One very important item 
cannot be overemphasized, and that is: 
properties. By the time the follow-up 
meetings are organized — generally 


within two to three weeks after the 


15 














One of the demonstrations at the Tri-Clad presentation centered around a traveling belt on 
which were bottles of liquid and trays of steel parts which spectators knocked off on to the 


motor by means of a remote control device, thus illustrating the motor's protective features 


more fortunate representatives have 
returned from the factory presentation 
—the news of what a “wow of a meet- 
ing we had in Lynn” will have gotten 
around. The “Sales Promoter,” our 
own salesman’s tip-sheet, by means of 
a special rotogravure supplement, ably 
assisted in spreading the news after our 
Lynn Tri-Clad show. The boys back 
home hardly expect to find a forty- 
foot stage with all the “spots” and 
sound effects on tap when they walk 
into their meeting rooms, but they do 
expect to see sufficient properties in 
action to keep them asking for more. 
Properties are important: cut-away 
samples, demonstrations wherever pos- 
sible, sound motion pictures, lantern 
slides, promotional materials (the more 
colorful the better!), blow-up photo- 
graphs, colored charts, and, if desir- 
able and possible, a “working” model 
or chart illustrating some otherwise 
difhcult-to-explain principle of opera- 
tion—all of these play an important 
part in generating enthusiasm to get 
the business—and get it now! 


Acquainting the Customer 


As previously pointed out, the first 
function of our current Tri-Clad mo- 
tor program has been to post thorough- 
ly our internal and distributor organ- 
izations on the product itself—to 
point out sales opportunities by specific 
industries and customers—to provide 
an adequate stock of the product it- 
self—and to settle all matters of pol- 
icy, price, and application. Only then 
are we ready to broadcast the news 
that General Electric has a new motor 
“built the way you, our customers, 
wanted it.” 

Fortunate is the advertising man- 
ager with a good breakdown of busi- 
ness by lines by industries! Fortunate 


too, is he at Tri-Clad time to have 
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such a magnificent range of excellent, 
well-read business journals at hand in 
which to place his company’s mes- 
Sages. 

Checking these records of business 
received in motors with our commer- 
cial, market research, and engineering 
associates, we first prepared a No. 1 
list of major markets to be reached by 
space advertising. We also prepared 
a No. 2 list of less important in- 
dustries from the standpoint of 
motor sales for less intensive adver- 
tising space. Paralleling these markets, 
we also selected the key industrial 
magazines to reach each. We were 
sched- 


twely e 


then ready to 
ule. Actually we 
schedules—altering each within a few 


prepare our 
prepared 


days after it was made, enlarging here 
and pruning there, adding supporting 
papers where we thought we might be 
weak, checking, constantly checking. 


At Last: The SCHEDULE! 


But still we weren’t ready to run the 
advertisements! No—because we felt 
that our friends, the business paper 
editors, should have the news first 
about such an important new develop- 
ment. We wanted to keep faith with 
them—-so we invited them to a special- 
ly arranged showing of the new motor 
in our New York building’s House of 
Magic auditorium early in December. 
For this meeting we selected the title 
“One Hundred Years of Motor Prog- 
ress—in One Hundred Minutes”— 
that’s a year of progress a minute. For 
them we reviewed swiftly and dra- 
matically with the aid of what we 
called our “Old Motor Album”’ the 
progress and experience in motor de- 
sign over the past century which has 
been our yardstick in developing the 
new Tri-Clad. Their immediate and 
continuing interest in our story has 





left us a little breathless—awed. Awed 
—but deeply appreciative. 

We now are ready to meet the clos 
ing dates of our January schedule. And 
just as this once-in-a-lifetime moment 
in motors justified all of the discussion 
and planning that had gone before, so 
did this moment in our advertising 
history justify something as fine in ad- 
vertisements as we knew how to cre- 
ate. Twenty-five key papers carried 
our opening “shot”—a four-page in- 
sert in four colors throughout. (See 
IM, Feb. p. 30.) This, together with 
our estimated requirements for mail- 
ing lists, called for a half-million indi- 
vidual inserts. Running concurrently 
with our No. 2 schedule of minor mar- 
kets, we also scheduled a two-page an 
nouncement in full color. The adver- 
tising program was under way—is 
now in full swing—will continue 
throughout 1941 and beyond. As new 
sizes and mechanical modifications of 
the new Tri-Clad motors are made 
available, space advertising will pick 
them up and help build acceptance. 

Our product is Tri-Clad. Our theme 
is “Protection.” Our slogan is “Built 
for Protection First—to Last.” With 
this trio we truly believe that we are 
building advertisements that our mo- 
tor salesmen can be proud to call their 
own as an adjunct to sales solicitation. 


What of Direct Mail? 

We are great believers in direct 
mail; naturally our sales promotiona! 
mailings are an important spoke in the 
wheel of our program. And for 
tunately—thanks to a very recent 
overhauling—we own a_ well-inte 
grated, up-to-date mailing list, per 
sonalized as to individuals in customer 
organizations and made up by our 
salesmen—not by the home office, o1 
not “boughten.” 

And what would be more natural 
than to have the opening direct-mai! 
announcement to all our motor lists 
on the subject of Tri-Clad come di 
rectly from the men who build the 
product—from the men on the mille: 
and grinders, from the inspector 
along the production line—from ¢! 
engineers and factory supervisors’ 
Many of these men have spent the 
entire working lives—fifteen, twent 
twenty-five years and more—desig 
ing and manufacturing G-E moto 
Our first mailing—a rotogravure sh 
showing these men at work—bespo 
the simple, sincere faith these crat' 
men have in their handiwork—carr: 

(Continued on page 102) 
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By FRED C. DULL 


Vice-President, The Monarch Machine Tool Company, Sidney, Ohio 


Why Monarch Continues Aduertising 
When Its Plant is Ouersold 


Sales and advertising efforts are keyed to keeping 
people thinking in the right way about the company 


@ THE DEFENSE PROGRAM of 
these United States, plus aid to Britain, 
demands more and still more machine 
tools—and the machine tool industry 
of this country is dedicated to the 
job of producing these machine tools 


in the quantities and within the time 


required. All 


other considerations 


have gone by the board. We are work- 
ing for Uncle Sam; and until Uncle 
Sam’s demands have been taken care 
of, problems such as advertising and 
selling would seem to be matters of 


can be overlooked? 


ttle consequence. 
But are they in fact matters that 
I don’t think so. 


My own belief is most emphatically 


that even though a company’s plant is 


r 


old out for months in advance, that 
ompany has for that very reason a 
nost important job to do both in ad- 


rtising and in selling. And I'll tell 
uu why. 

Any company which is to endure, 
'y company which lays its plans over 
long period of years, knows that 
ile today is important, survival is 
1ys a matter of tomorrow. And 
ven you study the history of any 
npany that has survived over the 
irs, through thick and thin, you find 
it this company has been successful 
two respects; first, in maintaining 
lity of product, and second, in 
intaining human relationships. 
Goods are not bought and sold by 
They are bought 


Human relation- 


ling machines. 


d sold by people. 


rom an address before the Industrial 
Keters of Detroit, March 6 
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ships are the foundation for all busi- 
ness relationships. And advertising 
and selling are methods of maintaining 
human relationships. 

Can a business which is filled to ca- 
pacity today afford to neglect the hu- 
man relationships upon which it must 
depend for its business of tomorrow? 

First, let’s consider advertising. Of 
course if advertising is to be viewed 
merely as a stimulus to sales, it might 
seem quite logical for a company to 
discontinue advertising at a time when 
a backlog of orders taxes the capacity 
of a company’s plant. 








tees is SO Time 
Ch A TATOCR! 








Current Monarch Machine Tool copy re- 
minds industrial executives not to forget 
the lesson they are now learning that make- 
shift facilities will not carry the load of high 
speed production. The campaign is handled 
by The Key Advertising Company, Cincinnati 


eweurnga ATI 


But the 
viewed in its broader sense—as a 
means of maintaining contact with 


moment advertising is 


people, a means of sustaining human 
relationships—it becomes evident that 
there remains a real job for advertis- 
ing to do. 

Since product promotion is in such 
a period unnecessary, forget this angle. 
Certainly there is no need to send a 
prospect a series of direct mail pieces 
extolling the advantage of your prod- 
uct when you couldn’t make delivery 
of the product if he should want it. 
Neither would there be any object in 
continuing the product promotion 
type of copy in magazine advertising. 

There are plenty of other things to 
talk about. Remember, once you con- 
ceive of advertising as a means of re- 
taining contacts with customers and 
friends, you can talk about practically 
anything you choose which may be of 
interest to those customers and friends. 

Your purpose, remember, is to keep 
these people thinking in the right way 
about your company. 

First of all, you want to be sure 
that they don’t forget you. You want 
to make certain that whenever a situ- 
ation arises, in their businesses, which 
involves a product of the type made 
by your company, customers and pros- 
pects will always think of your com- 
pany first. 

This is vital—because no matter 
how great may be the rush of orders 
today, tomorrow will be a different 
story. Tomorrow you will be out 
(Continued on page 92) 











By GARCIA DALE INGELLS 


Export Advertising Manager, Tractor Division, 
Allis-Chalmers Mfg. Company, Milwaukee 


Making Aduertising Click 
in Latin America 


Here are a few of the fundamentals to observe in pre- 


paring advertising for countries south of the border 


@ EXPORT ADVERTISING is now 
making more emergency landings in 
Latin America than ever before. A 
select few, usually those with years 
of export experience, are making some 
fine three-point landings with copy, 
appeal, and results. Several are land- 
ing tail up on the first two and with 
some hope in the offing for the latter. 
But before it’s all over many will be 
compelled to bail out and let their 
efforts crash where they may. This 
is putting it metaphorically, but it 
serves well for comparison. 

What makes some of this advertis- 
ing click in the republics and most 
of it fail? 

Your writer does not pretend to 
know the complete answer to this 
question, but after years of experience 
with our warm-blooded friends to 
the south, he does assume to have 
something worth while to pass on to 
those seriously interested in this sub- 
ject. 

My remarks here are going to be 
confined greatly to the advertising of 
industrial or agricultural machinery 
in these republics. As such, they may 
often be at loggerheads with those 
purely concerned with consumers’ 
goods. All of them, however, have 
but one aim and that is to sell goods 
on a lasting, friendly, profitable basis. 


At the outset, though you may 


have the best machinery and service 
in the world, it can easily be a waste 
of money to advertise your products 


in these countries unless those con- 





cerned have a good knowledge of: (1) 
the average Latin’s frame of mind; 
(2) the Spanish and Portuguese lan- 
guages; and (3) actual conditions in 
the markets. These three important 
factors must be the inheritance of 
your advertising if it is to succeed; 
without a fair foundation for them, 
you might better ignore your Latin 
American advertising entirely. 

Tue Latin Frame or MIND: By 
this we mean his psychology or way 
of thinking. A number of us miss 
this point completely in our advertis- 


ing and have a distorted picture of 








wootie #8 1 ame - 








Cover and typical page from Allis-Chalmers’ 
general line catalog for Latin American mar- 
kets. Specifications are given in full detail 


our swarthy friends. During the first 
World War the average, untraveled 
Frenchman expected the American sol 
dier to arrive with Indian head-dress 
and a tomahawk in his belt; western 
movies did this. 


though they’re now showing some im- 


Most Americans, al- 


provement, picture the ordinary Latin 
American as a dark-eyed individual 
enveloped in a musty blanket and a 
guitar under his arm. While the 
Latin chuckles and says: “One dollar, 
one Yankee; two dollars, two Yan- 
kees; and three dollars, a Yankee cor 
poration.” 

Now, the above illustrations may 
be slightly exaggerated but they serve 
to clarify my point—that is, you've 
got to “know” your people before 
your advertising copy drives home its 
message. Bear the following facts in 
mind; and I speak with reference to 
those who represent you and buy your 
goods: 

Your Latin likes color. He’s sel 
dom in a hurry and is naturally cour 
teous. He places more value than you 
do on a friendly attitude. He likes to 
hear goods things about his own coun 
try and not so much about the Unite 
States. He doesn’t want to read to 
much about bolts and nuts; that’s fo 
his help to worry about. He appreciat 
a sincere effort to understand him. 1 
likes to write long letters. Perha; 
he doesn’t mean it when he says, ‘“\ 
house is yours,” but he means it m« 
than you do if you said the sar 
thing in United States. If he invit 
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you to his home, it is a greater com- 
pliment than you realize. Business is 
quite often secondary to his family 
ind friends as far as actual participa- 
tion in it is concerned. He buys more 
often when he likes you. He likes at- 
tractive designs and is usually posted 
on new improvements. 

In every instance your advertising 
» sales promotion will involve one or 
more of the above considerations. 

THE SPANISH AND PORTUGUESE 
LANGUAGES: There is no factor in 
foreign language advertising that is 
more raped and manhandled than this 
one. It is somewhat forgivable to err 
in foreign language conversation 
where corrective steps can be taken 
immediately; but to flaunt our mis- 
akes, however sincere we may be, in 
vermanent bold face type across the 
heads of our ads and literature is cer- 
tainly dangerous; we might better use 
good English. 

Yet, this language factor is not so 
easily conquered. The woods in the 
United States are full of expert trans- 
lators who can often convince you that 
they know “English as she be spoke.” 
But don’t be fooled. Send five of the 
best of them into five different rooms 
with an identical piece of English liter- 
iture and they'll all emerge with five 
different translations and each one of 
them will swear that he is right; this is 
especially true of ads and literature 


dealing with machinery and service. 


ALLIS COAL Mees 
MANUFACTURING CO 


ucational literature is an important part 
the sales promotion effort in Latin Ameri- 
n countries. This is the cover of one of 
s-Chalmers’ books designed to promote 
tter farming with mechanical equipment. 
> text is clearly and simply written and 
sctically every page has an_ illustration 
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LE PASA A LA FUERZA DEL 
RA GRANDES ALTURAS: 


4) 





The ad on the left illustrates what the writer means by “plain language title” and interest- 
ing product copy. At the right is “Latin American atmosphere,” printed in orange, green, 
and black. With abbreviated copy, this layout was also reproduced in poster size for use by 
Latin American dealers. Spanish copy takes twenty per cent more type space than English 


There is but one answer; take a well- 
educated, native-born Latin American 
under your wing and nurse him along 
with your own particular line. Work 
with him and encourage him with a 
good salary; otherwise, just when he’s 
got the feel of your goods, he’ll prob- 
ably resign and you'll be “fresh out” 
of a good translator. 

Many make the age-old mistake of 
“thinking American” when writing 
English copy for translation into Span- 
ish or Portuguese. In other words, 
they paint an American landscape and 
give it a Spanish title. They should 
be “thinking Spanish” and at the same 
time taking into consideration the pe- 
culiarities of the language. If you're 
the average American, don’t try your 
Spanish out in advertising—let your 
translator do it. The Spanish language 
has its limitations when it comes to 
short, brief, catchy captions compara- 
ble to ours in English. Genders must 
always be considered, and in most cases 
it is best to use smooth, longer state- 
ments. Caps are usually not as ac- 
ceptable as lower case. Proper accents 
are as necessary as our commas and 
periods. Photographs and _ layouts 
have more direct connection with the 
language used. Allow about twenty 
per cent more copy space than you do 
for English copy. 


ACTUAL CONDITIONS IN THE Mar- 
KETS: We do not have in mind cred- 
its, collections, or market capacities in 
this case. We are concerned with local 
Latin circumstances which influence 
your advertising or sales promotion. 
For instance— 

1. Remote localities and poor trans- 
portation may call for more details in 
catalogs or manuals. 


2. Duty may be high on imported 
literature and sales helps. 

3. Italian, English, German, or 
American influence may predominate. 

4. Agriculture, mining, or lumber- 
ing industries may prevail. 

5. The standard of living may not 
be so high comparatively. 

6. The average wage may be con- 
siderably lower. 

7. Servicing may be extremely im- 
portant and it may be necessary to 
mother your machinery for a while. 

8. Statements in literature and ads 
may be interpreted to your sorrow in 
cases of litigation. 

9. Governments may have enforced 
certain restrictions and personal ap- 
proaches may be complicated. 

10. Local industries may be devel- 
oping. 

A few of these factors are men- 
tioned since, unless they are continu- 
ally kept in mind, it is easy for the 
copywriter to flow into these channels 
without proper thought. All of them, 
and others as well, may speed you into 
the wrong atmosphere with an original 
splendid effort. One of the best cures 
is repeated scrutiny before the work 
is finally released. 

Another consideration, and one that 
has a direct bearing on the above ten 
influences, is the handling of adver- 
tising copy by local dealers or dis- 
tributors. Any plan that will give 
better control of your advertising is, 
of course, always best. Yet, circum- 
stances or agreements may make it 
more practical to have a good share 
of local advertising in the hands of 
your dealer. In this respect, one can 
have complete control by preparing 

(Continued on page 90) 
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By HARRY D'ALMAINE 


Manager of Business Research, Irvington Varnish & Insulator Company, 


Irvington, N. J. 


Sales Research is a Key 
Profitable Business 


Internal analysis of a business will lead to development 


of maximum volume from minimum number of accounts 


@ ALTHOUGH I am in charge of 
my company’s advertising, I am not 
an advertising manager in the con- 
ventional sense. There is probably a 
great deal about advertising I know 
nothing about. I am interested in it 
as a tool of management to effect 
sales at lower costs. We have a good 
agency who handles all details. 

Since the time ten years ago when 
| dropped out of the EAA because ad- 
vertising managers at that time were 
too generally interested in the techni- 
calities of their jobs and not enough 
in the fundamental reasons for adver- 
tising, | have noticed a change. Brass 
tacks sessions at that time were the 
exception rather than the rule. Since 
that time, advertising men have re- 
sponded to the challenge and the fu- 
ture holds the hope that the attitude 
of managements will change and cease 
to consider the advertising managers 
is a cross breed of artist and business 
man and there will be as many ofh- 
cers of companies who owe their rise 
to advertising management as now 
owe it to sales management. 

One of the stepping stones to this 
increased professionalism is an interest 
in sales research. Advertising men 
have not been sufficiently cost con- 
scious. They have not been compe- 
tent to analyze on an engineering-sta- 
tistical-cost accounting basis vital ele- 
ments in the business of effecting 
maximum sales at minimum cost. 

An address before NIAA Regional Con- 


ference sponsored by Industrial Marketers 
of New Jersey, Newark, March 19% 
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We should noc, of course, expect 
advertising managers to become cost 
accountants and industrial engineers 
They still have their own job to do, 
but their job has broadened and if 
they cannot always analyze a particu- 
lar condition personally, they should 
be able to uncover it sufficiently so as 
to command the help of others. 

So far, much progress has been made 
through research directed at the exter- 
nal facts of markets. This is the field 
toward which an advertising man’s 
gaze is naturally directed. Everyone 
is by now familiar with field surveys. 
The various factors of sampling, ques- 
tionnaire preparation and pretesting, 
of mail vs. personal contacts, and a 
host of other elements of external an- 


alysis are being much discussed. 


Distant fields are the greenest, to be 
sure, but another field for research lies 
easily at hand. It can be performed 
best by people on your own staff if 


This is the 


field of internal analysis based on facts 


they will study for it. 


and figures in your own business. It 
requires more hard work, it is less spec- 
tacular, but it pays big dividends. 

Furthermore, too much field sur- 
veying is being done today without 
adequate analysis of the internal fac- 
tors first. 

You will have a much clearer pic- 
ture of the need for and the objec- 
tives of field research if you will first 
analyze your business from the stand- 
point of how you arrived at your pres- 


ent position. 


Of all places you can start with 
profit, that of detailed analysis of 
your markets is probably the best. 
When I was in the consulting field 
and went in to survey a client’s prob 
lem, I would find out first if they had 
ever made out an industrial classifica- 
tion of their markets. If they had 
not, then I knew they had never done 
any sales research worth mentioning. 
If they had, then no doubt they al- 
ready had some mighty valuable data. 

An account of what we have done 
at Irvington is a practical case history. 

Space hardly permits the detailing 
of all the steps along the way. Sufhce 
it to say that we analyzed sales records 
and with a nucleus of approximately 
3,000 accounts, we set up a plan of 
industrial classification. This plan is 
applicable to all five sales divisions of 
our company and consists of forty- 
four major industry classifications, 
and 280 minor industry classifications. 

We took these 3,000 names and 
sorted them first into three groups: 


Manufacturing Industry 
Non-Manufacturing Industry 
Miscellaneous groups consisting of 
governments, institutions, uni- 
versities, competitors and miscel- 
laneous sales and service organi 
zations, plus general miscella- 
neous, not otherwise classified. 
We then took Manufacturing In 
dustry and broke it down into: 
Durable Goods 
Non-Durable Goods 
Process Industries 
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sons were in turn taken one at a time 
ind analyzed for major industry clas- 
sifications and each major industry 
classification analyzed in turn for mi- 
ior classifications. 

Since the analyses were based on ac- 
-ounts carried on our books over a 
period of five years, this industrial 
classification, as completed, has proven 
10 basic that very few revisions have 
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The tie-in between this industrial 
classification plan and our advertising 
is automatic. 

Having set up the industrial classi- 
fications, we threw out our old Ad- 
dressograph equipment and our entire 
mailing list which had been inade- 
quately maintained and was improper- 
ly filed, and started over. 

Being well-grounded in the indus- 


Advertising Department services. 

Since we maintain the master regis- 
ter for customer coding, whenever a 
new account is sold, it is brought in 
to us for a code number. From this, 
we pick it up for our Addressograph. 
Inquiries resulting from advertising 
are likewise added. 

The plates are tabbed corresponding 
to major industry classifications. In 
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Comparison of cross-over charts for operations based on old pricing and sales methods vs. 
operations based on new policies and prices. Break-even point is reduced from the dangerously 
high figure of fifty-eight per cent of plant capacity at old prices to forty-eight per cent of 
the plant capacity at the new prices with an increase of two per cent in net operating profi: 
at eighty-eight per cent capacity, or an increase of thirty per cent in net operating 
profit when 4.6 per cent reduction in price has restored operations to 100 per cent capacity 


some cases, some of the major indus- 
try classifications have sufficient com- 
munity of interest as to require only 
one tab for two or three of them. 
Large scale mailings are carried out 


This list 


comprises customers and prospects for 


with our Addressograph list. 
all five sales divisions. These five sales 
divisions are: 

1. Electrical Insulation Division 
2. Chemical Products Division 
3. Capseal Division 

4. Plastic Products Division 

§. Specialties Division 

Small scale mailings to highly selec- 
tive lists of minor industry classifica- 
tions are handled on a hand addressing 
basis which employs IBM _ punched 
duplicates of our Addressograph list. 
These IBM cards are filed by industry 
whereas of course the plates are filed 


geographically. 
Sales Analysis 


For each sale of an individual prod- 
uct a sales card is punched. If there 
are five items on one invoice, there 
would be five cards punched, etc. 

A tub file is maintained beside the 
key punch operator’s desk in which 
there is kept a master card for every 
active account. This master card has 
a section as shown, which is marked 
“Duplicate.” This contains the fixed 
data on each account such as: 

1. Customer code number. 

2. Geographic code for city, coun 
ty and state. 

3. Dun’s (or equivalent) rating, 
in code. 

4. Salesman’s or agent's code. 

§. Sales division code. 

minor 


6. Industry, major and 


4 odes. 
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Date—skipped over. 

8. Trade class code, i.e., whether 
buying for resale or plant main- 
tenance, 

At the end of each month the sales 
cards are machine matched with the 
master cards. The fixed information 
from the master card is duplicated by 
machine into the sales cards, if any, 
for that account. 


Variety of Studies Possible 


The business research department 
produces each month a variety of re- 
ports which permit of statistical study 
of trends. This is important because 
trends tell you how fast you are go- 
ing, in what direction, and when you 
are likely to arrive. 

These reports, all made up by tabu- 
lating machines, associate any of the 
data on the completed sales cards in 
almost limitless combinations as _re- 
quired. 

For example some of the reports 
produced regularly are: 

1. Sales by 


products by producr 








group, separately for each sales divi- 
sion with domestic and foreign sales. 

2. Sales by industry by product 
group. 

3. Sales by salesman by product 
group. 

4. Sales by salesman by industry. 

§. Accounts not buying in each 
previous three months with cumula- 
tive record for twelve months. 

6. Customer turnover. 

Many special spot check analyses 
are made on request of the sales de- 
partment. 


Small Order Analysis 


No account of sales analysis of this 
internal variety is complete without a 
study of the small order problem. 
Most industrial firms selling indiscrimi- 
nately to all classes of trade obtain 
about eighty-five per cent of their 
business from fifteen per cent of their 
accounts. That means they service the 
other eighty-five per cent of their ac- 
counts for only fifteen per cent of 
their volume. Therein lies one of the 
greatest sources of the high cost of 
selling. 

A case history accounting of sales 
costs to different classes of customers 
based on the annual amount sold will 
usually indicate startling costs of do- 
ing business with 
These sales costs in actual cases often 


small accounts. 
run as high as 100 per cent or even 
1,000 per cent of the sales price. 
Obviously the loss on this business 
must be made up by charging the vol- 
ume purchasers more than they ought 
to pay. This is not ordinarily realized, 
because the “average” expense taken 
from the profit and loss statement con- 
ceals such underabsorbed and overab- 
sorbed sales expense on different classes 
of customers. It all averages out at 
the “average” sales expense figure. 
Now actually there is no average 
(Continued on page 91) 
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Master tabulating card used to set up sales analysis data as discussed in this article 
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By J. H. ROBINS 


President, The American Pulley Company, Philadelphia 


Scientific Marketing Methods are 
Inuduslriys Great Need 


Market research, advertising, and sales should be 
combined to raise efficiency of marketing process 


@ WHAT ARE some of the things 
that badly need doing as we all enter 
the thick of defense work? 

To begin with, general and sales 
managements need to work closer to- 
gether than ever before. They must 
just about live and sleep with each 
other, principally to look ahead with 
the same eyes. They need to run 
their train from the cab of the loco- 
motive, not from the observation plat- 
form blinded by their self-created 
dust. 

They need to forecast the demand 
for their various products at least a 
quarter in advance, and this forecast 
needs to be converted into production 
schedules and procurement programs 
that the factory and purchasing or- 
ganizations can do something with. 
Priorities boards can hardly be ex- 
pected to cater to the consequences of 
tailing foresight. 

Forecasting can be done two ways: 
sy lazy guesswork or by genuine anal- 
ysis and clear understanding of prob- 
ible product demand. Efforts in the 

‘cond direction take one straight off 
the swivel chair and out into the 

eld, in person or by competent proxy, 
ith facts about product uses and 
roduct performance as a means of 
athering more. 

Hire the trained market-research 
tan comes in, to do the pioneering 
ield work and to direct the fact- 
sathe*ing efforts of the sales force. 
\dde.’ to the plea of the salesman, 
Why didn’t I get the business?” 
-omes the new query, “Why did you 
uy our product? What is it doing 

From an address before the Philadel- 


hia Industrial Congress, sponsored by 
astern Industrial Advertisers, Mar. 13. 
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for you?”—and then the systematic 
tabulation and study of the answers 
as clues to true product usefulness 
and saleability. 

To match up the vast needs of this 
brand new defense enterprise in all 
their bewildering variety, to the ca- 
pabilities of available products, is a 
colossal practical research job that 
will tax the capacities of sales and 
market research men to the limit. But 
its accomplishment will be a great 
patriotic contribution. 

The fruits of this fact-gathering 
task must be applied in two ways: 
First, products found to be inferior 
and unworthy must be either correct- 
ed or ruthlessly sidetracked—it’s a 
crime to palm off bum stuff at this 
juncture, to waste precious material 
and labor and sales effort and adver- 
tising costs and busy customers’ time 
on unworthy equipment. Second, 
wherever we find that a product has 
special advantages or merits, it be- 
comes our patriotic duty to 

1. Establish what industries would 
benefit by its use. 

2. Spread the news to them by 
doing a good advertising job—with all 
that this implies. 

3. Train our salesmen to present 
these benefits efficiently and give real 
service to the prospective users—in 
place of the old high pressure, the 
talking points, and the other claptrap. 

4. Train our salesmen to find out 
and report probable consumer de- 
mands efficiently enough to be sta- 
tistically usable. 

5. Convert these reports into real- 
istic production schedules. 

6. Make the products in time to be 


available to the user when and where 
needed, without tying up unnecessary 
inventories. Inventories are a_pre- 
cious national! asset these days, not just 
items on balance sheets. 

Maybe these are Utopian standards. 
I don’t think so. This is but a plea for 
the scientific approach to the problems 
that beset us. Guesswork isn’t sci- 
ence. Plunging isn’t science. What 
is science? Lord Kelvin, who ought 
to have known, said that science is 
measurement, and let us not forget it. 

If you think I am exaggerating the 
need, just sit in with your company’s 
engineers and purchasing agent when 
they are trying to buy some equip- 
ment; see what agony they go through 
and what twaddle they have to listen 
to in dealing with some of the sales- 
men. 

By scientific methods we need 
so very badly to determine who and 
where and when and what and wh) 
and how much. We need to use this 
information to steer the right sales- 
man to the right place at the right 
time with the right information and 
the right product at the right price 
and delivery; then to use it again to 
deliver the goods on time, and to in- 
sure that the customer gets full value 
from his purchase. 

I hope we can seize the priceless 
opening offered by this sellers’ mar- 
ket to go ever so much further on 
the road to easing and cheapening 
the task of buying and selling indus- 
trial products. Our objective should 
be to combine market research, sales, 
and advertising to convert the mar- 
keting process from a wasteful duel 

(Continued on page 100) 
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Here is the type of product copy Aluminum Company of America was running in business papers before it was considered advisable to break into the program with a» 
different kind of copy te give customers a more detailed account of problems affecting deliveries than was presented in the small “Defense Comes First” box in a 
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Aluminum Launches New Campaign 
on Defense Activities 


“Market insurance’ advertising interrupted to give 


facts about company's cooperation in defense program 


@ IN THESE unusual times, with 
the nation mobilizing its productive 
resources as well as its manpower be- 
hind the national defense program, in- 
dustry is confronted with new and 
complex problems and stiuations with- 
out precedent in advertising, market- 
procedure. In 


ing, and 


addition, the constantly shifting 


promot 1oOn 


scenery on the national and interna- 
tional stages presents sudden and un- 
foreseen conditions that can only be 
properly met by overnight changes in 
advertising and promotional programs 
already set and launched. 

One of the outstanding examples of 
the drastic changes brought about by 
the emergency, as compared to nor- 
mal and peace-time policies, is repre- 
sented by the Aluminum Company of 
this 


metal, which is one of the most vital 


America, largest producer of 


materials needed for defense purposes. 
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With current production of alumi- 
num not sufficient to meet the demand 
created by the gigantic rearmament 
efforts as well as supply the imme- 
diate needs of the civilian markets, the 
Aluminum Company immediately 
adopted the iron-clad policy that ‘“De- 
fense which is the 
dominant theme of its 1941 advertis- 


Comes First,” 


ing and sales promotion program. 


Since the original campaign was 
launched the first of the year, how- 
ever, the company has made som: 
temporary alterations for the purpose 
of amplifying and detailing more fully 
its position in respect to the relation 
between aluminum and national de- 
fense. 

The principal feature of the original 
campaign was the insertion of a Na- 
tional Defense box in every message 
of the company to appear during 1941 


which said: 


“To meet the needs of the Na 
tional Defense Program, plus the nor 
mal demands of peace, a vast expan 
sion of our already greatly increased 
production capacity is being speeded. 
When the emergency is past, there will 
be more aluminum available than ever 
before. Meanwhile, if you can't 
get ALL the 
WHEN you want it, remember alumi 
num is helping to meet the national 


aluminum you want 


emergency.” 

Although the reaction to the de 
fense panel from old customers and 
the non-defense market was generals 
favorable, the company felt that the 
explanation was not expansive enough 
not only for its peacetime customers 
but for the public at large. There 
fore it has decided to interrupt it: 
regular product advertising schedule: 
in business papers for a temporary 
period and devote all that space to 
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tell all’ exposition of just what is 
being done to accelerate production 
ind boost capacity to the point where 
there will be enough aluminum for 
very need and every purpose. 

Major changes from the original 
program for 1941 are in the messages 
of the company to appear throughout 
the year in more than seventy business 
journals and publications serving al- 
most every field of industry and pro- 
duction. The first of the new series 
of advertisements will be seen in April 
issues of the publications scheduled, 
and will continue for a temporary but 
ndefinite period. Instead of product 
copy, as originally planned, plus the 
insertion ef the National Defense 
panel, these messages will be com- 
pletely devoted to institutional “talks” 
on the general theme of “Aluminum, 
Defense, and You.” 


The 


substitute schedule begins by stating 


initial advertisement of the 
that the regular messages are inter- 


rupted to report what’s what with 


iluminum. (€ Opy goes on then to ex- 
plain: 
“At the 


civilian use 


moment, delivery for 


must make way for de- 


fense. Everybody knows the reason. 


Defense requires and is using more 
iluminum per month than _ peacetime 


Never- 


no one shall 


\merica ever consumed. 


theless, we intend that 
have to forego the things aluminum 
can do best one minute longer than 
ve can help. There is no shortage of 
bauxite, nor of anything else, except 
time. And Father Time is being given 
the race of his life.” 

The company then proceeds to tell! 
just what it is doing to speed pro- 
duction, as follows: 

“We are moving, for example, 35,- 
000 yards of earth a day at Alcoa, 
enn., to get 50 acres under a single 


sof by September. . . . That’s an an- 


ual rolling capacity of 120 million 
uunds of high strength alloy sheet 
ming along fast. . . . Last March we 
ick the first shovel in a cow pas- 
In Sep- 
mber, a 30 million-pound plant was 


It has been doubled 
A third 30 million-pound 


re near Vancouver, Wash. 


ivering metal. 
ready. 
nit starts delivering in April; a fourth 
May; a fifth in June. 


isture to 150 million pounds annual 


From cow 


pacity in 15 months. 

“To make that 150 million pounds 
aluminum, we first have to build 

‘ctories to make 120 million pounds 
carbon electrodes. We have to ob- 
n the equipment to feed 162,500 
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kilowatts of electricity into the re- 
duction furnaces. This is a generat- 
ing capacity equal to that of the state 
of Delaware, plus twice that of Mis- 
sissippi. . . . In addition to Vancouver, 
further installations are being made at 
other of our plants, so that in less 
than a year their total capacity will 
be more than double that of 1939 
when 327 million pounds were pro- 
duced. . . . In the very midst of this 
demand, we have lowered the price of 
aluminum ingot 15 per cent. We state, 
without reservation, our hope that the 
price can be still further reduced.” 

With specific reference to defense, 
the copy puts in a strong sales plug 
for aluminum in non-defense work, 
thus: 

“Defense applications use aluminum 
for exactly the same reasons you do. 
Defense priorities on aluminum simply 
say there are some fundamental things 
that aluminum does supremely well. 
It will do them still better as impor- 
tant lessons in production, fabrication, 
and application are learned from every 
additional pound being produced and 
used.” 

Copy will be the same in all of the 
institutional messages appearing in the 
revised business paper 
schedule with the exception of the 
final vary in 
some cases to more specifically fit the 
field which the individual publication 
However, it will read gen- 


temporary 


paragraph which will 


serves. 
erally: 

“You, sir, have been using alumi- 
num in many forms, for many differ- 
It is not easy nor con- 
other 


ent purposes. 
venient to have 
materials temporarily. We want you 


to substitute 


to know that we intend to make this 
hardship as possible. 


Your aluminum is on the way. It is 


short-lived as 


a promise.” 

The temporary change also affects 
other phases of the original 1941 ad- 
vertising program. However, regard- 
less of the 
company hopes to use up all the lin- 


present curtailment, the 
age in every publication contracted 
for under the original schedule, ac- 
cording to C. C. Conner, assistant ad- 
vertising manager. 

For the time being, the supporting 
campaigns to the consumer in behalf 
of aluminum paint, milk 
bottle caps, and foil for packaging 
will be “shelved.” This affects sched- 


ules mapped in 


windows, 


originally general 
media. 


The supplementary series of eight 





ALUMINUM, 
DEFENSE, 
AND YOU 

2) 
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regular messages to report wheats what with 


WE INTERRUPT our 
aluminum 

AT THE MOMENT delivery for cwian use must make way for 
defense. Everybody knows the reason Defense requires and is 


using more aluminum per month than peacetime America ever 


consumed 
NEVERTHELESS, we intend that no one shall have to forego the 
things aluminum can do best one minute longer than we can help 


THERE 1S NO SHORTAGE of bauxite, nor 


time. And Father Time is being given the race of his life 


Mf anything else, except 


WE ARE MOVING, for example. 35,000 yards of carth a day at 
Alcoa, Tenn., to get 50 acres under a single { by September. It 
will require 195 carloads of roofing felt. Some of the operations in 
that plant will start even before the walls are up. That's an annual 
rolling capacny for 120 million pounds of high strength alloy sheet 





coming along fast 

LAST MARCH WE STUCK the first shove! in @ cow pasture near 
Vancouver, Wash. In September « 30 million pound plant was 
delivering metal It has been doubled, already. A third 30 million 
pound unit starts delivering in April. a fourth in May. a fifth in 





June. From cow pasture to 150 million pounds annual capacity in 


15 months 


A SIDELIGHT: To make thet 150 milhon pounds of aluminum, we 
first have to build factories to make 120 million pounds of carbon 
electrodes. We have to obtain the equipment (transformers, recti 


fers, and the like) to feed 162.500 kw of electricity into the reduc 





thon furnaces. This is a generating capacity equa! to that of the state 
of Delaware plus twice that of Mississipp 
WHAT OF TOTAL PRODUCTION? In addition to Vancouver 


further installations are being made at other of our plants, so that 
nm less than a year their total capacity will be more than double 
that of 1939, when 327 million pounds were produced 


iN THE VERY MIDST of this demand we heve lowered the price 
of aluminum ingot 15°). We state, without reservation, our hope 


that the price can be still further reduced 


DEFENSE APPLICATIONS use elurminum for exactly the same reasons 
you do. Defense priorities on aluminum simply say thet there are 
some fundamental things that aluminum does supremely well It 
will do them still better as important lessons in production. fabri 
cation, and application are learned from every additional pound 
being produced and used 

YOU, $I@, have been using aluminum in many forms. for many 


different purposes. It is n convement to have to sub 







stitute other materials tem to know that we 


intend to make this hardship as short ¢ Your alum 


num is on the way. It is # promise 





ALUMINUM 








COMPANY or 


AMERICA 


This is the first of a new series of advertisements for the 
Aluminum Company of America, which interrupts its regular 
products series, designed to give customers and the public 
at large facts direct from aluminum headquarters regarding 
the company's production problems in meeting defense needs. 


The regular products series will be resumed 


as soon as the 


public has been familiarized with the company's situation. 
Although this is general informative copy, a bit of selling 


was deftly included in the next to the 


full pages to appear throughout the 
year in the so-called “executive group” 
magazines will be continued without 
change. The publications involved 
include Business Week, Forbes, Manu- 
facturers Record, Nation’s Business, 
United States News, and Farm Jour- 
nal and Farmer’s Wife. These 


sages are definitely institutional and 


mes- 


devoted to prophetic copy which en- 
visions the city of the future, the 
home of the future, the farm of the 
future, etc., citing, of course, the 
role that aluminum will play in the 


“world of tomorrow.” 


Also to be continued as originally 
mapped is the educational series of 
six ads, directed at professors and stu- 
dents in colieges and _ universities, 
which are appearing in Time, News- 
week, Atlantic, and Har per’s, 

Although the 


in the 1941 advertising program were 


temporary changes 
made at about the same time as the 
OPM invoked the mandatory priori- 
ties ruling for aluminum, there was 
no connection between the two, ac- 
cording to C. C. Conner, assistant ad- 
vertising manager of Alcoa. He says 
the revision would have been adopted 
anyway as a matter of what the com- 
pany feels is a sound and far-sighted 


(Continued on page 66) 
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By R. H. DeMOTT 


Sales Manager, SKF Industries, Inc., Philadelphia 


New Tasha for Aduertising Managers 
Under the Defense Program 


What to do about market research, publication adver- 
tising, direct mail, catalogs, and industrial shows 


@ FROM the foundation I have 
chosen to look from, I can see nothing 
but a growing, spreading wartime 
economy exerting tremendous influ- 
ence upon many industries, and cer- 
tainly — perhaps _ rapidly — envelop- 
ing great portions of our industrial 
and civil life. 

There is no prophet who can defi- 
nitely foretell the daily trend of 
events—but there are still far too 
many individuals who feel that busi- 
ness and private life will continue as 
usual and that they, themselves, will 
not be affected by the expanding de- 
tense activities. 

The spending of billions of dollars 
cannot help but exert substantial in- 
fluences. Defense contracts placed 
from July, 1940, to December, inclu- 
sive, approximated eleven billion dol- 
lars. The January, 1941, total for 
construction, equipment, and supplies, 
exceeded 700 million, and there are 
still approximately one billion, 700 
million to be placed under the so- 
called 1941 program. 

The next program may well exceed 
ten billion, and now that the Lend- 
Lease bill has passed, we can look to a 
definite stimulation of defense pro- 
duction. 

As the new billions of dollars flow 
into our business structure in the 
form of new and supplementary con- 
tracts, there will be an increasing ne- 
cessity brought about by government 

From an address before the Philade! 


phia Industrial Congress. sponsored by 
Eastern Industrial Advertisers. Marc! 
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request and pressure to sub-contract 
and sub-sub-contract all possible parts 
of the prime contract. 

This will save much time and ex- 
pense by reducing the necessity of 
building new plants and facilities and 
will spread defense work over many 
of the smaller units in industry which 
may not have previously participated. 

In this same direction there will be 
a growing necessity to decrease, and 
perhaps discontinue, the production of 
products considered non-essential to 
defense if these interfere with the 
speedy and balanced production of de- 
fense material; facilities, equipment. 
raw materials, and labor will thereby 
be made available for some portion of 
the Defense load. 

Thus, as production, employment, 
and earnings increase, our entire busi- 
ness structure will work its way 
around an upward spiral—leading the 
entire country into a broad expansion 
with, of course, many disruptions and 
perhaps disasters as it winds its way 
upward. 

As an indication of this upward 
trend we might look for a moment at 
the Federal Reserve Board index of in- 
dustrial production, which stood at 
122 slightly over a year ago, climbing 
to 136 in December, 1940, 139 in Jan- 
uary, 1941, and may reach, according 
to certain predictions, 145 by the end 
of this year. It is my own belief that 
this upward trend will continue 
through 1941 and 1942, and that the 
index may reach as high as 160. 

With this broad and expanding pan- 





orama before us, it is my sincere con- 
clusion that no sales manager is safe 
in using a formula of the past to solve 
the problems of the immediate present, 
or of an ever-changing future—and | 
repeat my main observation; that as 
each day passes, industry will be fac- 
ing a more definite war economy with 
increased demands for defense material 
and with broader regulations, restric- 
tions, priorities, or schedules. 

Under these circumstances and con 
ditions, what then must we consider 
as our principal markets? The vari- 
ous branches of the U. S. government 
—primarily the Army and Navy—and 
also the basic requirements of our 
civilian population. Then in addition 
we have the varying requirements of 
the British Empire, China, Central and 
South America, Russia—in fact, all 
other export requirements not restrict- 
ed by government license. 

For those interested in prime con- 
tracts with the government, contact 
should be established with the pro- 
curement branches and bureaus of the 
government, particularly the Army 
and Navy, with headquarters at Wash 
ington; also the field establishments, 
such as arsenals and navy yards. Bulle 
tins entitled, “Army Purchase Infor 
mation Bulletin,” and “Selling to th: 
Navy,” may be obtained by writing 
to the War and Navy Departments 
Washington, D. C. 

The public relations divisions of th 
Army and the Navy publish throug! 
their respective press bureaus infor 
mation on all prime contracts award 
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ed for all kinds of defense material, 
equipment, plants, etc. 

The Labor Division of the National 
Defense Commission issues helpful in- 
formation for any industrialist inter- 
ested in obtaining sub-contracts from 
prime government contractors. Bulle- 
tins entitled, “Farming Out Bulletin,” 
may be obtained by writing the Com- 
nission at Washington. 

The Office of Production Man- 
:gement (OPM) has announced the 
formation of a “Defense Contract 
Service,” with personnel established in 
the thirty-six field offices of the Fed- 
eral Reserve Bank System in order to 
idvise all business, particularly small- 
er units, on problems pertaining to the 
Defense Program. 

On all export matters license appli- 
cations must still be filed with the 
Division of Controls, State Depart- 
ment, Washington, but for those man- 
ufacturers and exporters in the New 
York area information may be ob- 
tained at the new Export Control Ad- 
ministration Office, 602 Federal Bldg., 
New York. 

Through the sales manager and his 
organization, regular contacts should 
be maintained with bureaus and agen- 
cies helpful to his problem—in order 
to assist the entire management of his 
company in the formulation and the 
maintenance of proper policies of 
production and inventory. 

Certain logical factors for any or- 
ganization to determine promptly by 
nvestigation are briefly as follows: 

1. Is the product now manufac- 
tured suitable or adaptable to the 
Defense Program? 

If so, are your facilities sold out or 
there capacity for additional require- 
ments: Defense, essential civilian re- 
juirements, or export? 

2. If sold out, has your manage- 
ent spent their own funds for ex- 
insion—or would they invest their 
»wn capital provided there are reason- 
ble assurances of sufficient business to 
how an equitable return on invest- 
ents? 

3. If now sold out or lacking in 
roper facilities for additional defense 

ork, will your management consider 
lant expansion or development under 
me of the several forms of govern- 
nent-financing—provided, of course, 
he government also confirms this ne- 
essity. 

4. If you are not now producing 
omething suitable for defense—or es- 
ential to the basic needs of civilian 
population—or permissible for export 
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ATKINS PUTS TEETH 
In the Defense Program | 
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ATKINS 2S AW 

E. C. Atkins and Company breaks into its 
regular product type of advertising with 
this unusual art treatment and short copy 
pointing out that Atkins tools are used at 


the very start of defense work whether in 
metal or wood. Evans Associates is agency 


—what steps are you taking to deter- 
mine how your product can be trans- 
formed into an essential or how your 
productive facilities can be converted 
for defense or essential material? 

From my observation tower, these 
four factors seem simple and funda- 
mental. Management, however, may 
depend largely upon the sales mana- 
ger and his organization for the col- 
lection of facts upon which to base 
their decisions. Therefore, it is my 
belief that the sales division of the 
company will have a fourfold respon- 
sibility: 

1. A more discriminating solicita- 
tion of orders to correspond with the 
changing ability to serve. 

2. The examination, with your 
customers, of their actual require- 
ments in order to help them in the 
placing of orders promptly, but with 
monthly shipping schedules not in ex- 
cess of their productive requirements. 

3. The pacification of customers 
who cannot be served properly because 
of defense priorities, and— 

4. The functioning as a day to day 
fact-finding organization whereby the 
management receives current informa- 
tion upon which to base its policies 
and plans. 

And now as we look once more 
from our observation tower, how do 
the various phases of advertising ap- 
pear to be weaving themselves into this 
ever-changing pattern? 

Because of the many and diversi- 
fied industrial and commercial inter- 


ests, we see many decided conflicts of 
attitude toward advertising—some in- 
different and cold; others uncertain 
and hesitant—and still many enthusi- 
astic and confident, with arms out- 
stretched to receive the expected 
benefits. 

Each organization must, therefore, 
determine the advertising media to be 
used and estimate their probable value. 
It is my contention that all advertis- 
ing may be logically divided into 
three categories, namely: 

Goop Witt ApvertisinG: To build 
up and maintain a kindly attitude to- 
ward company and product; 

EDUCATIONAL ADVERTISING: To 
promote a proper knowledge of the 
product and its uses; 

SOLICITATION ADVERTISING: To 
produce opportunities for the presenta- 
tion of the product—and to obtain 
orders; 

—and that the media most commonly 
used by industrial organizations will 
fall in the following groups: 

a. Catalogs—bulletins—direct mail 


pieces. 
b. Trade shows and exhibits. 
c. Trade publications — directories 


—enational papers. 

As a sincere believer in the above 
forms of advertising | would assume 
that any industrial organization of the 
same belief and with inventory and 
productive facilities still available, 
might wish to continue a_ balanced 
program of all forms. They would 
wish to carry on good will, educa- 
tional, and solicitation advertising. 

However, as time moves on, this 
same organization may become filled to 
capacity with seventy-five to 100 per 
per cent of the output going into 
some form of defense, covered per- 
haps by priorities or schedules—and 
with reasonable assurance that this 
load will continue throughout 1941 
and 1942. Under these conditions 
the continuance of good will and edu- 
cational advertising may be not only 
justified but highly necessary. How- 
ever, there seems to be no logic in 
the continuance of solicitation adver- 
tising for new orders could not be 
filled, nor new prospects properly 
served within a reasonable time. 

Therefore, this organization may 
still wish to publish catalogs and bul- 
letins, but more definitely control or 
limit their distribution. They, how- 
ever, may find it advisable to discon- 
tinue all forms of direct mail adver- 

(Continued on page 94) 
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By PHILIP E. WILCOX 


Advertising Manager, Keuffel & Esser Company, New York 


Judusthriel Design a4 an 
Advertising Weapon 


Good design not only assures profits from increased 


sales but also guards against inroads of competition 


@ IT HAS always been a mild sur- 
prise to me that industrial advertis- 
ing men have shown so little influ- 
ence on the design of the products 
that they sell. 

This is doubly strange when you 
consider how the recommendations 
of agencies have changed consumer 
goods. The general account boys are 
always in there fighting for an extra 
secret ingredient in the toothpaste, or 
an extra inch or two in the length of 
the cigarette to make the selling job 
easier, taster, and more economical. 
Cellophane on cigarettes, chromium 
on automobiles, vitamins in breakfast 
foods; all these wacky things are eVi- 
dence of the Machiavellian schemings 
of advertising minds. 

We of the technical trades seem to 
be content to let our engineering de- 
partments dish up the miracles, while 
we save our strength for the shouting 
that follows. We do the cackling 
atter the engineers lay the eggs. Per- 
haps this is because we think too 
much of advertising alone, and too 
little of the broader problems of 
merchandising. Perhaps it is because 
we don’t feel really competent to 
suRKest changes mn the complicated 
products we sell. Perhaps it is be- 
cause we think of design in terms of 
the late World's Fair, and of design- 
ers as strange woodland creatures 
with robins in their hair. If one of 
these “perhapses” expresses your atti 
tude, you will be amazed to learn 
NIAA Re 
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what you can do to improve the 
products of your company, and how 
much easier your job becomes with 
an improved product to sell. 

For design has one simple rule: If 
you do a good design job, the sales 
always go up! If you improve the 
product, it will automatically take a 
lead over competition. If you can’t 
improve the product, just making it 
look better will give it that extra 
oomph that induces customer pref- 
erence. 

That’s very well, you say, but how 
do we improve the product? 

Now heaven knows I would be the 
last one to endorse cellophane on any- 
thing more technical than golf balls, 
and I firmly believe that chromium 
belongs on the defense program rather 
than on hub caps and orange squeez- 
ers. I don’t see any necessity for 
making a turret lathe look like any- 
thing but a turret lathe, or for faring 
a drill press to reduce air turbulence at 
high traverse speeds. 

If you catch me using the word 
“streamlining” (and you won't very 
often) I expect you to understand 
that I mean pulling the design organ- 
ization together to make the product 
look like something. When I say 
“design” I mean the organization of 
the elements of a product to make it 
do a better job for more people, and to 
make it look as good as it really is. In 
this case the approach is sincere, prag- 
matic, down-to-earth—as practical as 
a dollar watch. 

This is a good point to warn you 


that not everyone has a flair for de- 
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sign. Fortunately, most technical ad- 
vertising people have. That’s one of 
the things that got you into this busi- 
ness in the first place. The only tools 
you need are your own brains, a sharp 
pencil, and the services of a good in- 
dustrial designer. Now let's get down 
to business: 

There are three steps in a design 
program: market study, the organiza- 
tion of field material to develop a 
point of view, and the actual design. 
The market study, fortunately, is the 
accumulation of the same informa- 
tion that you need to develop a good 
advertising program. Developing the 
point of view is the same process that 
you go through in working up a cam- 
paign, except that you think in terms 
of features instead of headlines and 
copy points. The actual design grows 
logically out of your knowledge and 
analysis of the market, just as a good 
advertising program does. These three 
steps are interdependent and _ lean 
upon each other. No design can ever 
be any better than your knowledge of 
the demands and tastes of your mar- 
kets. No matter how clever the de- 
signer you engage, if you direct the 
program you will eventually develop 
the design itself through your criti 
cisms and comments. 

Fortunately, your job requires just 
this kind of knowledge, and just this 
kind of skill. If you are a good ad- 
vertising manager, you are probably 
the most competent man in your or- 
ganization to handle a design pro- 
gram. 

Let us assume that you have al 



































ready made a sound survey and you 
have decided that one of your com- 
pany’s pet products could be greatly 
improved by the addition of several 
features and by altering its appear- 
ince to make it look handsomer and 
more important. Let us also assume 
that you have reported your findings 
ind that you have the approval of the 
First Vice President In Charge Of 
Answering Foolish Questions. 

You are now ready to engage a de- 
signer—and here you need help. 

Designers come in infinite variety; 
some may be ambitious architects, 
some may be disappointed engineers, 
some may be basically showmen with 
1 background of experience in_ the 
theatre—and some, sad though it is, 
may be charlatans! As a rule, though, 
designers are hard working people 
with steel nerves, iron stomachs, and 
stout hearts. The best of them have 
sound architectural training, sup- 
ported by years of shop experience. 

You should choose your designer as 
you would choose an advertising agen- 
cy—not in terms of his reputation, 
but in terms of what he has done for 
people you know, on problems similar 
to yours. All designers are better at 
some things than at others. 

Most design is done on contract. 
You can fix a flat fee for the job, or 
you can engage a designer on a retain- 
er basis. If it is to be your first job, 
the flat fee is generally the most satis- 
factory. When you learn the ropes, 
the retainer method is much better. 

The first step in the actual develop- 
nent program is to sit down with 
vour designer and tell him all you 
ave learned about the market, the 
Ww features you want, and how you 
think the thing ought to look anyway. 
lt you have reports give him those; if 
ou have made sketches, give him 
those; if you have any little thoughts 
vat will help him to make his work 
cceptable to your principals, give 
im those. Any material you can give 

m, any hints you can pass along, 

ill make it that much easier for him 
0 knock your problem for a row of 
selgian ash cans—which were the fin- 
st obtainable before the war. Give him 
verything you have on the first ses- 
on. It will get him off on the right 
oot the first time and save waste mo- 
tions. It will also give him the idea 
that you know what you want, and 
ncrease his natural desire to please you. 
Once you have gotten your complete 


tory across, the time has come to in- 
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Interesting highlights of the “March of Marketing’ 
Marketers of New Jersey. Upper left, Charles V. Morris, sales manager, J. E. Linde Paper 
demonstrates the futility of approaching a direct mail problem blindfolded. Upper right, Harry D'Almaine | 
manager of business research, Irvington Varnish & Insulator Company, shows by chart how to conduct business 
research (see page 20). Lower left, William H. Collins, assistant advertising manager, Scott Paper Company | 


introduces the direct mail clinic. Lower right, Philip E. Wilcox, advertising manager, 


Esser Company, illustrates a point in 


Samue! E. Gold, sales and advertising manager, Lignum-Vitae Products Corp. clinics chairman, is at righ | 


troduce your designers to the engi- 
neers. 

The designer must meet the engi- 
neers to find out what the production 
rquirements are—unless you can give 
him that information yourself. Even 
if you can, he should at least go 
through the motions of listening a 
second time to keep the engineers sat- 
isfied that they have had a chance to 
speak their pieces, so that they won't 
have to oppose the program just be- 
cause they weren’t in on it. At this 
point your designer picks up a set of 
the working drawings, a few samples 
of the actual product if possible, and 
he’s off in a gale of enthusiasm. Weeks 
will pass before you will hear from 
him again. What is he up to? He'll 
never tell. Probably biting his finger- 
nails. 

One day the phone will ring, and it 
will be your designer, merry as Father 
Christmas. The first sketches are 
ready! Actually, these are darn well 
thought out and skilfully executed 
drawings. They’re called sketches 
simply to give the designer the privi- 
lege of changing his mind if he has to. 

When you see the sketches for the 
first time, either one of two things will 
happen; you will like them, because 
they will be wonderful; or you will 
let out a low moan at the horrible 
thing that has happened to your dream 
child. If you like the sketches, show 


headin 


a ae 


talk in in the products design clinic 


them to the boys around the plant 
for suggestions, and yell for a model. 
If you don’t like them, for heaven’s 
sake don’t let the designer find it out 
right away. 

You’re in no trouble. About one 
out of every three projects looks awful 
on the first sketches. Besides, the 
chances are that you are at fault. 
Perhaps you didn’t get the complete 
story across to him the first time. If 
the first sketches aren’t satisfactory, 
keep them around for a week or so 
before you make a comment. Then 
go to your designer and tell kim just 
what you think should be done to get 
what you had in mind. Af this point, 
the chances are nine out of ten that 
you'll get it! You can’t miss, ever, if 
you work with a good man and give 
him everything you’ve got. 

There will be a time lag, naturally, 
between the approval of the final mod- 
el and actual production. This will 
give you just time enough to work up 
a snappy advertising program to put 
behind your new product. And when 
you begin, you'll be delighted to find 
that your field work is already done! 
The things you need to know to re- 
design the product are the same things 
you need to know to sell it. 

Design costs a lot less than you 
might imagine. My company recently 
redesigned a product at a total expense 

(Continued on page 104) 
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regional conference held last month by Industria 
Company | 
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By A. R. THOMSON 


Assistant Advertising Manager, R. G. LeTourneau, Inc., Peoria, Ill. 


Nouel General Line Catalog “A 
Produced by LeTourneau 


Short fly-leaves between spreads of horizontal pages 
give standard presentation of equipment specifications 


@ ALL WE HAVE in evidence 
are facts like this: 

98°) of the distributors sent in 

orders 

64° sent in orders for MORE 

Our 1941 condensed equipment cCat- 
alog got results. Maybe it was the 
book itself . . . maybe it’s this de- 
fense business. In the ten years of 
R. G. LeTourneau’s business there was 
never such a demand for a piece of 
advertising literature. 

But let’s go back to the beginning 
—the production of Catalog A-11. 
Not that you production men don’t 
have plenty of ideas about catalog 
production, but because we tried 
something new and it worked—helped 


to meet a tough deadline. 


Here was the problem . . . to ac- 
cumulate 156 photos, line sketches, 
engineering drawings, etc., required 
for engraving production. Then, the 
follow-up for copy, proofs, and print- 
ing. A number of items involved 
equipment models which necessarily 
had to be of the latest design, some 
of which were on production lines in 
late stages of the catalog. Likewise, 
engineering drawings were in process. 
Some method of control was a neces- 
sity in order to dovetail the many 
units from three or four sources. 

Bookkeepers have their accounting 
systems engineers, their formulas 
and slide rules frantic ad-men 


were never endowed with systems— 


Our problem 


they make their own 
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A “gutter gate insert” between the spreads of the 1941 LeTourneau earthmoving equipment 


catalog is a new note in catalog design. 


The insert is one-third the width of the page, 


providing extra copy space without breaking up the display value of the spread. The side 
of the small page which faces the illustration of the equipment carries the specifications 


was no different than the every day 
headache of the production man, but 
it was solved by a control system that 
seems to be the answer to the ever- 
present question . “where does the 
job stand today?” 

Recent study and use of the Lynn 
W. Ellis business forms provided a 
flexible control system for assimilating 
the 156 various items required. Page 
by page, every single item was listed 
on a columnar control sheet and main- 
tained in a loose leaf binder. On an 
opposing page, five columns provided 
the steps of control and were headed 
as follows: 

PRESENT PHOTO O.K. 


(photo number listed) 





NEW PHOTO REQUIRED 
(subdivided to cover photo order 
and date taken) 

LINE DRAWING REQUIRED 
(subdivided to cover issue of 
order and date received) 

FINAL O.K. 

(to cover check on models, art 
work, etc.) 

RELEASED TO ENGRAVER 
(denoting the final step in this 
phase of production) 

A similar control was maintained 
for copy, proofs, final O.K.’s and the 
eventual return of all engraver’s 
copies. At no time was it difficult to 
determine the status of any phase of 
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production — whether single photo 
copies or complete proofs. 

The catalog itself is a “stopper” be- 
cause of a unique page arrangement 

. a short fly-leaf page between every 
full page. On this short page, the or- 
dinarily dull engineering specifications 
have been lifted from reading matter 
and given a prominence of their own. 
Such a treatment permitted the use 
of larger equipment illustrations to do 
justice to gigantic equipment. Also, 
because of the fact that the majority 
of equipment is long rather than high, 
the catalog was printed with horizon- 
tal page layout in order to further in- 
crease the size of illustration. 

Unusual twe color effects were ob- 
tained by using dramatic action photos 
in duotone yellow and black which 
not only created realistic earth effects 
but also harmonized with the actual 
color finish of the equipment—a 
bright yellow. Heavy solid blacks 
surrounding the large yellow illustra- 
tions of equipment models created an 
effective setting for cumbersome 
equipment. 
contrac- 


Realizing, that busy 


tors and road building officials were 
the the book was 
styled for easy reading. There is a 
that is far 
Bold captions over 


too, 


eventual readers, 


simple, uniform layout 
from monotonous. 
copy blocks tell the reader where to 
look for factual data. 


about each equipment model follows 


Information 


through the entire book in this stand- 
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illustrated letters that carry out the theme 
of new literature are used to promote dealer 
interest in LeTourneau advertising pieces. 
Where dealer has placed advance order, 
he is reminded of his pending order; others 
are requested to place orders at once. 
Result literature demands have in- 
creased from ten to twenty-five per cent 
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catalog were printed in English. 
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Production control used by LeTourneau advertising department to systematize the collection 
of many photographs, art copies, line drawings, etc., for its new equipment catalog. Full 


left-hand page listed items required and provided space for description. 
page contained five columns which listed various steps of production. 


Short opposing 
All pages were main- 


tained in a loose-leaf work book which also contained other job data and notes on the job 


ard order . . . “Application,” ‘‘Produc- 
“Working Advantages,” and 
Those headings are 


tion,” 
“Specifications.” 


prominent—and tell the buyers of 
this kind of equipment what they 
want to know. Small engineering 


drawings bring out design features. 
Equipment models are clear cut with 
identifying captions under each illus- 
tration. That such factual and uni- 
form style is appreciated by the man 
on the receiving end is evidenced by 
the actual comments received . .. a 
not too common reaction in this lit- 
erature flooded industry of today. 


Distribution of all literature is han- 
dled by the distributor organization. 
Sample copies of Catalog A-11 were 
mailed to each distributor, many 
whom had placed advance orders for 
anticipated monthly mailing schedules. 
With the sample mailing a letter was 
directed to the distributor which car- 
ap- 


of 


ried an interesting “open house” 
peal. Quantities already on order were 
mentioned and the distributor was in- 
vited to place additional orders. Sixty- 
five per cent of the distributors who 
had placed advance orders came back 
for more after seeing the catalog. Re- 
Such a 


rate of return is far greater than any 


quests are still coming in. 


response ever before received. 
A total of 105,000 copies the 


Let- 
terpress printing was used on a coated 


of 


enamel stock. Quantity of the 1941 
catalog exceeded the previous yearly 
catalog by twenty per cent. 

In the original planning and layout 
of the 
for a Spanish translation. 
therefore, prepared with this provision 
in mind. Type was free from plates, 
and halftones were produced in a man- 
ner that made their use possible with- 
After the total Eng- 


catalog, provision was made 
Layout was, 


out remaking. 
lish printing had been completed, the 
printer removed all type from wood 
blocks to make way for Spanish com- 
position. Original plates were utilized 
100 per cent at a considerable saving. 
A Spanish catalog has thus been cre- 
ated from material which would ordi- 
narily be too costly for limited distri- 
bution. 

Catalog A-11 clicked. 
clicked because the job was in abso- 
lute control from the minute it was 
of finished 


are 


Production 


the arrival 
copies. that 
reaching the four corners of the world, 
it clicked with 


conceived to 

And now copies 
, 

we're convinced that 


the public. 


There’s somewhat of a mystery 
about the success—or failure—of ad- 
vertising. Therefore, why it clicked 
is one of those unknown quantities 
that we’re too busy to analyze. There 
are more books on the schedule 
and we're using some of the same 


ideas because we know they will click. 
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Al Plan for Uncovering Marketing Data 
hrough Coonerative Effort 


The vast store of business facts in libraries may be 
tapped economically with the aid of a joint librarian 


@ INDUSTRIAL corporations might 
do well to pattern marketing research 
departments along lines laid down by 
the American Marketing Association, 
1 twenty-six year old group of prac- 
titioners and teachers in this field. 
Among its purposes are: “To foster 
scientific study and research in the 
held of marketing; to develop sound 
thinking and more exact knowledge 
of marketing principles; to improve 
methods and technique in_ research; 
to develop better public understand- 
ing and appreciation of marketing 
problems: to study legislative and 
judicial decisions regarding market- 
ing; to improve marketing personnel; 
to encourage and uphold sound, hon- 
est practices, and to keep marketing 
work on a high ethical plane.” If 
business itself does not solve its prob- 
lems, there is the constant danger and 
threat that government will step in 
to solve problems for management. 
Business is a living organism. A 
tact too little appreciated is that 
every successful marketing campaign 
is a solution to a set of conditions 
which may aever have existed before 
There 1s 


mn business a great tendency to try to 


and may never exist again. 
apply to one set of conditions, a 


policy notably successful in an en- 


tirely different setting. This practice, 
charitably known as parallelism, prob 
ibly accounts for a great percentage 
of failures. 

Management does not require a 
change in program or abandonment 
of its principles but only an extension 


of its thinking. In principle, a large 


By DR. HOWARD T. HOVDE 


President, American Marketing Asso- 
ciation, and Assistant Professor of 
Marketing, Wharton School of 
Finance and Commerce, University 
of Pennsylvania, Philadelphia 


scale producer enters upon a produc- 
tion schedule by first anticipating his 
sales and advertising program with 
a well-conceived market analysis and 
marketing plan; the economies of 


large-scale production are possible 
only through large-scale distribution; 
lower prices are made possible only 
through integrated activities of man- 
ufacturer and marketer. Costs of 


production may be lowered only 
through effective marketing distribu- 
tion; the resultant economies are due 


to joint costs of economic activity too 








A TREE OF 








MARKETING DEVELOPMENT | 
Chart I. 





frequently attributed to lower pro- 
duction costs and accompanying high- 
er marketing costs. 

If I have correctly observed many 
business transactions, we have not yet 
established a viewpoint which treats 
production and distribution as a 
highly specific solution to a situation 
composed of infinite variables. To 
achieve this, we must be better ac- 
quainted with organized data and 
tools available for marketing research. 

Business is 
diverse as the trees of the forest. Both 
grow from without and from within; 
both take sustenance from the soil 
Somewhat formalisticly 


a living organism as 


and the air. 
this is represented in Chart I, as a 
tree of marketing development. From 
the business sciences, history and ex- 
perience, the tree has developed into 
the branches of its organization. The 
leaves are individualized problems of 
the branches of advertising, selling, 
market outlets, and governmental 
problems of only one tree in the forest, 
growing, perhaps, for only one manu- 
facturer alongside of other trees 
growing in soils of production, in- 
ventory controls, and similar develop- 
ments of business management. 
Interesting to those engaged in mar- 
keting, advertising, and selling, is the 
bird—oneself—flying through forms, 
gadgets, check-lists to light on a nest 
of job analysis. Each of us in mar- 
keting has his job to perform. Let 
us not confuse it by being unable to 
see the trees for the forest, or the for- 
est for the tree, nor the nest within 
the trees. A broad approach to prob- 
lems of distribution must be under- 
taken to successfully encompass the 
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MACHINERY’S Annual Aircraft Production Numbers are the only 
issues of any publication devoted exclusively to metal-working 
practices in the Aircraft Industry. As such, in thoroughness of 
material and manner of treatment they have won the regard of 
production men in all branches of the aircraft and metal-working 
industries! 


Pian now for your advertisement in MACHINERY’S 4th Annual 
Aircraft Production Number—July. Highest attention assured! 
MACHINERY, 148 Lafayette St., New York City. 


te 
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Eagle '4 Brood! 


Swift, deadly fighters in sky-darkening swarms; 
formations of bombers of capacity and range to 
give pause to all challengers of Democracy; 
commercial aircraft, vital to the traffic of Ameri- 
can business over the skyways! These comprise 
the Eagle’s Brood, a native American breed, 
product of American inventive genius and 
manufacturing skill, now taking wing, in awe- 
inspiring numbers from aircraft plants all over 
the United States. 


In its 4th Annual Aircraft Production Number, 
July, MACHINERY will bring to production men 
and mechanical executives, the up-to-the-minute 
facts on all metal-working phases in the high 
speed production of our air fleets. What manu- 
facturing equipment is being used successfully: 
how machine tools, small tools and materials 
can be applied—to turning out planes, engines, 
instruments and accessories—these are the sub- 
jects to be covered in July MACHINERY. 





MACHINERY 


THE INDUSTRIAL PRESS Publishers. 140-148 LAFAYETTE ST. NEW YORK 
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setting of individual business prob- 
lems. 

In the extension of our thinking, 
we must discard our prejudices. There 
1s obsolescence in business thinking, 
equally as frequent as obsolescence in 
factory equipment. This obsolescence 
extends beyond management into the 
thinking of customers—the individ- 
uals who comprise markets. Advertis- 
ing and selling is akin to education, 
it is informative, it is the educational 
limb of business. Don’t neglect it 
during the period of defense pros- 
perity, for as the limb is bent so shall 
the tree grow. 

Marketing research can materially 
contribute to solutions of problems in 
ill fields of business management. Use 
its methods, its technique, but above 
ill establish in your business a place 


for this responsibility to management. 
No Patent-Rights on Knowledge 


Recently a manufacturer spent 
$15,000 for a field research to secure 
information which he might have had 
for a letter with three-cent stamp, 
iddressed to the Bureau of the Census. 
I know of another manufacturer who 
spent $50,000 Tor a survey which was 
no more productive than an expendi 
ture of $500 might have been had he 
turned to an investigation of existing 
material in library sources. His ex 
cuse was that he wanted action. 
Gentlemen, | too would like to sec 
ction, but intelligently directed. The 
rough perspective in Chart II is an 
other tree This is a tree of market 
ing research with limbs extending up 
W ird tow ird expansion in production, 
nventories, sales, and advertising. The 
leaves of this tree are field research 
projects which permit growth in those 
ireas in W hich we ire interested | ich 
ind every business should be represent 
ed by 1 well topped tree reaching out 
( ich year, 2rowing by its own inaly 
ses of ts particular ind peculiar prob 


CMs 


' 
Common to all is the soil in which 
this tree grows It is an accumu 


lation of knowledge, represented in 


top soil by Business Library Service 
The tap roots, labeled Collect, Ap 
praise, Organize, Distribute, Summat 
ze, and Keep Up-to-Date represent 


the library 


ipproach to information. 
All are vital to marketing research 
Root feeding penetrates various strata 


Books, 


Trade Papers, Government 


Business and 
Publica 


tions, Information Services and Re- 


Magazines, 


ports, Indexes and Directories, and 
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Chart II. 


Other Library Resources. Here 1s 
found a wealth of valuable informa- 
tion in print—complete and up-to- 
date facts and figures for use in mar- 
keting, advertising, and selling, as well 
1s production. Companies which do 
not have access to this information are 
at a disadvantage these days. The 
:verage business firm does not have it, 
nor know where to get it quickly. 
I ibraries do this inexpensively. 

private 


Few corporations support 


company libraries and those private 
libraries which do exist are limited in 
scope. Recently the Carnegie Foun- 
dation spent $20,000 to survey the 
Philadelphia libraries and their hold- 
ings, and the results are now available 
Bibliographical Planning 


trom the 
Committee which is located at the 
University of Pennsylvania. Miss 
Mary Louise Alexander, who made this 
study, was formerly librarian at Bat- 


' 


ten, Barton, Durstine and Osborn, 
where Bruce Barton paid testimony to 
that private library as indispensable to 
its business. 

Parenthetically, may I add that it 
costs a $20,000 executive $60 to read 
book. Paul a ¢ her 


ington 1s the authority for this state- 


in average-size 
ment. Figure out for yourself what 
1 librarian might save any business 
organization. 

Sales and 


know that a warehouse of knowledge 


advertising managers 
is like a warehouse of merchandise— 
it is of no value unless is flows out 
into use. For a nominal sum, Phila- 
delphia business corporations could 
have the exclusive services of a special 
librarian, if they would jointly un- 


derwrite her salary. Using the library 








resources now available in Philadel- 
phia, their librarian would search out 
existing facts, prior to field research 
—thus saving time and money in 
fruitless studies such as I have men- 
tioned. 

To this end I make the following 
recommendation. I suggest that a few 
forward-looking companies hire joint- 
ly one librarian to supply them with 
business library service, sharing a con- 
tribution for that special librarian’s 
salary. Additional 
added as necessary. The duties of such 
a librarian would be to locate infor- 
mation needed by the coéperative 
firms, to prepare digests for their 


service can be 


specialized use, and to reduce duplica- 
tion of effort, already noted as so 
costly. 

Toward that end, the Philadelphia 
chapter of the American Marketing 
Association has a committee at work 
to sound out the feasibility of the 
suggestion. The committee has made 


progress. | invite other associations 


to name codperating committees to 
set up the objective which has been 


mentioned. Such an objective would 


not only serve today’s needs but build 
for tomorrow. 
Att Toone Isn’r INbDusTRIAI 
Att TRAINING ISN’T MILITARY. 
To paraphrase: “In times of war 


prepare for peace.” 


Big Year Ahead for 
Railway Buying 

According to an analysis of 
budgets by Railway Engineering and 
Maintenance in its March issue, railways 
of the United States and Canada wil 
spend the peak sum of $7,700,000 for 
work equipment in 1941, comprising 4,70! 
power machines and 1,000 other units 
This is a 614 percent increase over 1940 

An analysis of railway programs pub 
lished in the March 8 issue of Railway 
Age indicates that expenditures in 1941 
for both construction and maintenance ot! 
way and structures will reach the highest 
Aggregate expend: 


i 


railway 


evels in a decade 
tures are expected to reach $300,000,01 
compared with an estimated $250,000,00( 
for 1940 and with $288,.807,000 in 1931 
Expenditures in the maintenance of road 
way and structures will probably reac! 
$530,000,000 this year, an increase 

about $33,090,000 over 1940 and the 


highest of any year since 1931 


McGraw-Hill Promotes Three 


Leslie E. Neville, managing editor 
Aviation, has been appointed editor; Car! 
Norcross, assistant editor, is now man 
aging editor; and Jay P. AuWerter, as 
sistant editor, is now technical editor 


Follweiler with Tyson 


Glenn Follweiler, formerly with Bartor 
& Goold, has joined the production de 
partment of O. S. Tyson and Company, 
Inc., New York 
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THERE’S A WAY TO GET 





IN QUICK TOUCH 


WITH THE BUYERS OF BUILDING MATERIALS 
AND CONSTRUCTION EQUIPMENT ON THAT JOB 


That way is broad and clear. It’s simply this: See 
that your sales story reaches the designers and 
builders of engineered structures when they’re on the 
job... through the advertising pages of Engineering 
News-Record and Construction Methods. 

How to make sure of that? Just see for your- 
self how many subscribers to Engineering News- 
Record and Construction Methods are working on 
that job. 

That’s where we come in. For we'll show you how 
many ENR and CM subscribers there are on defense 
projects and every-day construction jobs of every 
type 

And another thing. Advertising in the right mag- 
azines is only part of your selling job. It’s important 
to tell an engineer all he wants to know about your 


sub-divisions 


tions, 





Published by McGraw-Hill, 330 
W. 42nd St., New York, A text- 
and-picture team serving from 
top to bottom the engineering 
construction industry and its 
such as water- 
works, sewage disposal, bridges, 
bighways, buildings, earthwork, 
irrigation, waterways, 
dams, flood control and drain- 
age. A duplication of less than 
6% in paid individual subscrip- 


product in your ad. It’s important to make it easy 
for him to make buying decisions. 

So we asked hundreds of construction men this 
question: “What do you want to know about equip- 
ment before you buy?” 

Their answers to. that question makes sales sense 

. for ghe advertiser to the construction industry. 
So “sales-sensible” that we’ve put them into a 48- 
page book . . . together with sample advertisements 
okayed by construction men. P.S. Industrial copy 
writers say: “Big help.” 

Ask for both (1) the weekly..reports of ENR and 
CM subscribers on current projects and (2) that 48- 
page book entitled “Construction Men Tell What 
They Want To Know About The Equipment They 
Buy And Use.” 


tunnels, 
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Sound Movie Tells Story of X-Rays 


in Layman’s Language 


@ TO TELL the story of x-rays and 
their many applications in language 
easily understandable to people with 
out technical training, General Elec- 
tric X-Ray Corporation, ¢ hicago, has 
just produc ed a four reel sound mo- 
tion picture, for general showing. 

Titled “Exploring with X-Rays,” 
the film is strictly educational. Begin- 
ning with the discovery in Roentgen’s 
laboratory and his report to the Physi- 
cal-Medical Society of Wurzburg, the 
action of the movie progresses rapidly 
through the period of its announce- 
ment and early use by pioneering phy 
sicians to illustrations of the medical, 
dental, veterinary, and industrial ap- 
plications of x-radiation. Included is a 
simple ABC explanation of the phys- 
ics of x-ray production by Dr. William 
D. Coolidge, director of G-E’s re- 
search laboratories and inventor of 
the hot-cathode x-ray tube which 
bears his name. 

With the rapidly increasing use of 
x-rays in the industrial field, and now 
especially in connection with arma- 
ment production, the film will re- 
ceive wide circulation in the business 
field. It will be loaned free of charge, 
except for transportation charges, to 
doctors who are asked to appear before 
group audiences, parent-teacher asso- 
ciations, study groups, and technical 
societies. In order to acquaint mem- 
bers of professional groups and others 
whose work is closely allied with x-ray 
with the movie before its general re- 
lease, it is now being exhibited exclu- 
sively before professional society meet- 
ings 

The picture was professionally pro- 
duced by Haig and Francisco, Chi- 
cago, and was photographed under 


the direction of John J. Boland, Hol- 


40 








At the top is a still from General Electric X-Ray Corporation's new sound movie, “Explorin® 
with X-Rays," showing the application of x-rays in checking castings. The film is educational 
in nature, designed to teli the x-ray story to people without technical training. Below is a 
view of set during filming of a scene demonstrating the applications of x-rays in medical field 
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John ,J. Rowell of Guardian Electric Co. 


SAYS: “NEW EQUIPMENT DIGEST advertising gives us fringe-market coverage otherwise 


possible only through a number of vertical papers in individual fields.” 


MORE THAN YOUR MONEY'S WORTH SPELLS PROFITS... 


Getting what you pay for Pius additional broad coy 
erage of fringe-markets 





than 50,000 copies every month, the problem no longer 
is New Eourpment Dicest’s is a difficult one. 
long suit . . . Guardian Electric Co., Chicago, is one of Limited strictly to industrial interests, but blanketing 
the many companies that reaches the cream of their these thoroughly, New Eourpment Dicest carries Guard 
major market Pius thousands of potential customers in jan Electric 
fringe-markets through NED. 
| 


Most advertising managers are faced with the prob 
lem of making their advertising 


Company's advertising message to its cus 
budget cover 
fields AND secondary fields as well. 


tomers and potential customers. Your message in NEW 
Equipment Dicest can do the same for your company 
and your budget will easily cover the cost of com 


plete industrial coverage in New Equipment Dicest. 


May we send you our complete story 
and pleasantly 


major 

Economical cover 
age of the latter has long been a serious problem. 
With New Eourpment Dicest’s coverage of, 
penetration in, 32 industrial classifications, 


? You will be 
surprised to find how much more you get 
with more for your money through 
-—, 
Y 


New 
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PORTER-CABLEGRAM 
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Front pages of two house publications launched this year. “Porter-Cablegram” is tabloid size 
and style, four pages, printed in one color on machine finish stock, issued six times a year. 
‘Harris Impressions” is lithographed in two colors on offset stock in conventional 8!/axI1 size 
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lywood. Most of the scenes were 
filmed on the Selznick-International 
lot, although a large number were 
made in hospitals, industrial plants, 
and other locations from coast to 
coast. Characters in the pictures in- 
clude many familiar to movie goers. 
Some animation is used to illustrate 
the x-ray principle. 

The script was prepared by Gen- 
eral Electric writers and no sales pro- 
motion was allowed to creep into the 
dialog. The film will be available in 
both 16-mm. and 35-mm. George E. 
Simons, advertising manager, General 
Electric X-Ray Corporation, was in 


charge of the production. 


+ 


Many New House Organs 
Started This Year 


@ AN UNUSUAL number of house 
organs of various sizes and character 
have been making their bow since 
the first of the year. Two which 
serve to illustrate the wide variance, 
shown in the accompanying illustra- 
tion, are “Porter-Cablegram,” pub- 
lished by Porter-Cable Machine Com- 
pany, Syracuse, N. Y., and “Harris 
Impressions,” Jgsued by Harris-Sey- 
bold-Potter Company, CJeveland. Both 
ire directed go the teade. 
{Porter-Cablegram” is a four-page, 
hve-column, tabloid size with typical 
newsémakeup. An initial article tells 
how to get floor business at a profit, 
ind others deal with activities of flgor- 
ing contractors. A feature is an an- 
ilysis of industrial activity by states 


and sections, illustrated with pen 
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sketch maps. A complete list of rep- 
resentatives is given under the mast- 
head on the second page. Display ads 
of the company’s machines are used 
throughout. The publication is printed 
on high finish stock for good repro- 
duction of halftone illustrations. S. S. 
Mellor, advertising manager, is editor. 

“Harris Impressions” is, naturally, 
lithographed, coming from a company 
which builds such equipment. It is 
done in two colors, red and black; 
consists of four pages, 8'2x11 inches. 
Articles treating business trends and 
technical problems of lithographers 
appear under the bylines of company 
executives along with their photos. 
Readers are invited to make use of 
the columns for free exchange of in- 


formation on common problems. = ¢ 
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Beck, sales promotion manager, directs 
the effort. 


+ 


LeBlond Issues Another 
Unusual Promotion Book 


@ CHARACTERISTIC of the un- 
usual type of advertising it has been 
doing during the last few years, The 
R. K. LeBlond Machine Tool Com- 
pany, Cincinnati, has issued a seventy- 
two page book titled, “ America Sings.” 
The book is designed to perform a 
twofold task, according to Walter L. 
Rybélt, advertising manager, that of 
(1) presenting pictorially and verbally 
the challenge facing industrial Amer- 
ica, and (2) presenting the complete 
line of LeBlond lathes and their fea- 
tures in an equally interesting pictorial 
treatment. 

The most unusual feature of the 
book is a set of nine 17x11-inch air- 
brush murals reproduced in three 
colors by offset lithography and in- 
terspersed throughout the book. The 
theme of the murals is a sane presen- 
tation of the task that confronts the 
nation with the national defense policy 
and its relation to the machine tool 
industry. As a piece of product 
literature, the book is singularly free 
from stilted restraint so characteristic 
of many machine tool catalogs. While 
it presents complete technical infor- 
mation with understanding simplic- 
ity, it also emphasizes the broader hu- 
man side of the buyer. The underly 
ing thought is the same that inspired 
the publication of LeBlond’s ‘Main 
Street” catalog a few years ago. 

The book is being promoted by 






al 


Nine !7x!! airbrush murals in three colors similar to this one “feature a seventy-two 
page book, “America Sings,” published last month by The R. K. LeBlond Machine Too 
Company, Cincinnati. The murals are reproduced by lithography and pages showing 
construction features of LeBlond lathes are by letterpress. The book is plastic bound 
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BUSINESS AND INDUSTRIAL ADVERTISERS 
IN NEWSWEEK DURING 1940 
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Aluminum C« f America 
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Americ Airlines, Inc 
Amer Co 
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American President Lines 


Americon Telephone & 
Telegraph Co 


Armstrong rk Co 
Associated British & Irish 
Railways 
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utopoint mpany 


Babson's Reports, Inc 
merica National 

Trust & Savings Ass'n 
Bonk of New York 


Bonkers Trust Co 





Bethlehem Steel Co 

Budd, Edw. G., Mfg. Co. 

Burroughs Adding 
Mochine Co 


nPacificRailway 
ations Inc 
Tractor Co. 
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Bank 
ke & Ohio 
mpony 
Chevrolet Motor Div. of 
Gene Motors 
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Chicago, Burlington & 
Quincy Roilroad Co 
The Chicago Daily News 
Chicago, Milwaukee, St. 
Poul & F fic Railroad 


ommer redit Co. 
‘ hof Penna. 
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urtis P 9 Co. 
Sot ening Post 
es Mo nday 
Registe 
amon rCarCo. 
x, A.B pany 
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Egry Register Company 
Elliott Addressing 
Machine Co 
®Emanvel & Co. 
® Executone, Inc. 


*Faries Mfg. Company 
*Farm Journal & Formers 
Wife Inc 
Felt & Tarrant Mfg. Co. 
® Fenner & Beane 
Frigidaire Division 
General Motors 
Sales Corp 
Portable Air Con- 
ditioner 
Water Cooling Equip. 


General Electric Co 
Fluorescent Tubing 
Institutional 
Mazda Lomps 

General Motors 
Acceptance Corp 

Goodrich, 8. F., Co 

7 Mechanical Rubber 

Goods 
Goodyear Tire & 
Rubber Co. Inc 
Mechanical Rubber 
Goods 
Grace Line, Inc. 
*® Great Northern Rwy. Co. 


Harter Corp. 
Hasco, Inc. 
Hearst Magazines Inc 
Good Housekeeping 
* Hewitt Rubber Corp. 
Iinois Central R. R. 
* Illinois Development 
Council 
International Business 
Machines Corp. 
International Harvester 
Company 
Trucks 
Tractors 
Institutional 
“Investors Syndicate 
“Iron Fireman Mfg. Co. 


* Jacksonville Tourist & 
4 Convention Bureau 


Kohler Co.’ 


Lehman Bros. 

Lockheed Aircraft Corp. 
Logan Drinking Cup Co. 
Look, Inc. 


* Manzler Publishing Co. 
Marchant Calculating? 
Machine Co 
* Martin, Glenn L., Co. 
The McCall Corporation 
McCall's Magazine 
Metropolitan Oakland 
Area 
* Minneapolis Honeywell 
Regulator Company 
* Model Railroader 
™ Monroe Calculating 
Machine Co., Inc 
Monsanto Chemical Co 


Moore, John C., Corp 


Moore-McCormack 
Lines Inc 


* Morgan Stanley & Co 
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Inc 


New Departure Division 
General Motors Corp 

New Jersey Council 

New York Central System 

New York World- 
Telegram 

Nippon Yusen Kaisha 


Owens-Corning 
Fiberglas Corporation 


Pan American Airways 
System 

Pan American Grace 
Airways Inc. 

Paterson Parchment 
Paper Company 

Pennsylvania Railroad 
Company 

Pullman Co. 

Pullman-Standard Car 
Mfg. Co. 


T. E. Rassieur 
Reclaimo Mfg. Co. 
Remington Rand, Inc. 
Rock Island Lines 


S K F Industries, Inc. 
Santa Fe Railway 
Sheoffer, W.A., Pen Co. 
Smith, Barney & Co. 
Smith, L. C., & Corona 
Typewriters, Inc. 
Southern Pacific Co 
State of North Carolina 
Strathmore Paper Co 
Sturtevant, B. F., Co. 


* Timken Roller Bearing Co 
* Tracy-Locke-Dawson, Inc 


Trans-Continental 
Passenger Assoc. 
(Assoc. of Western 
Railroads) 


* Truscon Laboratories Inc 


Union Pacific R. R. Co 
United Aircraft Corp 
United Air Lines 
United Fruit Company 
United States Lines Co. 


Veeder-Root Inc. 


* Victor Adding Machine 


Co. 
Vogel-Peterson Co. Inc. 


Warner & Swasey Co. 

Washington Post 

Webster, F. S., Co. 

Western Electric Co. 

Westinghouse Electric & 
Mfg. Company 

Woodstock Typewriter 
Company 


* Worthington Pump & 


Machinery Corp. 


York ice Machinery Corp. 


























Miniature "Tip On" photographs are attached to quarterly dividend check folders of Acme 
Steel Company, Chicago, to acquaint stockholders with the company's complete line of prod- 
ucts. A short description of the equipment shown is printed on the folder below the photo 
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keyed advertising in business papers 
in the metal working field, and later 
will be promoted to customers and 
prospects by direct mail. Perry-Brown, 
Inc., Cincinnati agency, created and 


directed production of the book. 


+ 


Miniature Model Helps 
Sell Water Heaters 


@ LONG confronted with the prob 
lem of how to effectively show the con- 
struction features of its electric water 
heaters, General Electric water heater 


sales section has solved it with inex 
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Miniature model of a G-E automatic elec- 
tric water heater showing inside construction 
features. Ten sales points are listed on 
inside of door serving as an ever ready re- 
minder to salesmen to emphasize the points 
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pensive miniature models, small 
enough to be carried in the salesmen’s 
pockets. 

The front of the model is hinged, 
unlike the original, and swings back 
to reveal the inner shell or tank, heat- 
ing units, controls, and other features. 
On the inside of the door ten fea- 
tures are listed; each is a command- 
ment to a salesman to tell his story, 
and each can be seen in miniature just 


opposite. 


+ 


Conducts Photo Contest 
Among Customers 


@ IN AN EFFORT to secure interest- 
ing and unusual photographs of its 
products in use, Connelly Iron Sponge 
& Governor Company, Chicago, man- 
ufacturers of gas purification material 
and equipment, is sponsoring a photo- 
graphic contest open to employes of 
gas companies and members of their 
families. 

Since the company has been supply- 
ing their products to gas companies 
for more than sixty-five years, it is 
expected that this contest will bring 
to light some very old equipment still 
in service—all of which makes mighty 
good advertising material. Judging 
will be on the basis of composition and 
technical execution as well as pictorial 
value and appropriateness of subject. 
Seventeen cash prizes amounting, in 
all, to $255 will be awarded. 

Space in a number of business 


papers carries announcements of the 





contest and bulletins are supplied to 
gas companies to be placed on em- 
ployes’ bulletin boards. Special entry 
blanks are also provided, containing 
full details about subject matter, 
classifications, prizes, etc. Almon 
Brooks Wilder, Inc., Chicago, is the 
agency handling the account. 

+ 
Littleford Provides 
Binder for House Organ 


@ THE January issue of “The Elbee 
TATLER,” house publication going 
to dealer salesmen of Littleford Bros., 
Cincinnati, was distributed in a paper 
binder cover designed to serve as a 
holder for a full year’s service. 

A leather grained white cover was 
used with suitable printing on the 
front in red and black. This is the 
twelfth year for the publication which 
passes along illustrated field informa- 
tion on applications of the company’s 
line of road maintenance equipment. 
A column on the market situation is 
conducted by Larry Glaser, sales 
manager. The publication consists of 
four pages, printed in one color on 
enamel stock, and is edited by Richard 


G. Hext, advertising manager. 
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THE DUMORE CO., RACINE, WIS. 


MAIL THIS CARD TODAY 
LET’S PULL TOGETHER ON THIS! 
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Two-fold self-mailing folder now being used 
by The Dumore Company, Racine, Wis., te 
pass along inquiries to distributor salesmen 
The business reply card at the bottom makes 
it easy for them to report result of their cal 
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For Effectively Covering the 
Latin-American Industrial Markets 


OFICINA MECANICA MODERNA, published 
in Portuguese, thoroughly covers the Brazil- 
ian market for industrial equipment, ma- 
chine tools, small tools and other mechani- 
cal equipment and supplies. 

EL TALLER MECANICO MODERNO, published 
in Spanish, covers similar industrial markets 
in Mexico, Central America, West Indies, 
Cuba, and all South American countries with 
the exception of Brazil, of course. 

These two magazines are published quar- 


terly and are identical in both editorial and 
advertising make-up. Advertising sched- 
ules include Portuguese copy in OFICINA 
MECANICA MODERNA and Spanish copy in 
EL TALLER MECANICO MODERNO. They pro- 
vide a most effective, yet economical vehicle 
for bringing to potential buyers of industrial 
equipment and supplies in the Latin-Ameri- 
can countries desired information in their 
native language. 


i sahicMeiclameloleibalelalel melohicislaleMashicte 


GARDNER PUBLICATIONS, INC. 


Publishers of Modern Machine Shop and Products Finishing 
431 MAIN STREET, CINCINNATI, OHIO 


New York Office: 342 MADISON AVENUE 
MURRAY HILL 6-3899 
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Chicago Office: TRIBUNE TOWER 
SUPERIOR 2290 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 


problems which will be answered in this department, or direct, if requested 





New Ideas for Catalogs 


We are now working on our com- 
pany catalog and are looking for neu 
ideas. 1 have collected quite a number 
of articles on catalog preparation 
Have you any new ideas in mind? 

ADVERTISING MANAGER. 

Industrial catalogs are becoming 
much more interesting, human, and 
practical. Manufacturers are including 
more operating information, diagrams, 
ind general data that tends to keep 
their catalogs in use as data books, even 
though the recipients may not be in 


the market at the moment. 

It may be interesting for you to 
study the spring and summer catalog 
of Sears Roebuck & Co., which was 
recently published. On the first pages, 
i pictorial story 1s presented of a typ- 
ical farm family and a_ typical city 
family, and how they purchase from 
Sears 

In a similar manner an industrial 
company could use typical case studies 
on how customers use their product, 
fully illustrated in order to keep the 


material from becoming heavy. 


Merchandising the Advertising 


I have occasionally reprinted adver- 
tisements for passing along to the sales- 
men, atta hing to letters, etc. Hou 
ever, one of our executives believes 
this to be rather extravagant and so 
1 am looking for some support. Pleas 
let me have your comments. 

ADVERTISING MANAGER. 

We believe it is generally considered 
a part of good advertising to reprint 
advertisements and pass them along 
to the sales or ganization in order that 
they may be entirely familiar with the 
work of the advertising department. 
In many cases the advertising message 
will improve the story that is being 


told by the salesmen. 


Some sales managers insist upon 
working out the best current selling 
arguments and then seeing to it that 
the salesmen and the advertisements 


When this is 


earry the same theme. 
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done, it is always desirable that the 
men receive copies of the advertise- 
ments. One company recently has 
developed a double use for advertise- 
ments in that they have large photo- 
stats made and framed for use in 
every department of their plant. They 
find that the workers are very much 
interested in these good looking blow- 
ups of the company’s advertising. 

The men are pleased to read the 
good things said about the products 


they help make. 


When Business Is Not Needed 


I have talked with several adver- 
tising managers recently on this ques- 
tion of what to do while our plants 
are running at capacity. Several arti- 
cles have been written and you have 
commented on the situation in your 
column. However, we are still look- 
ing for hel p. Our company is reason- 
ably satisied with the idea of 
continuing our advertising from a 
name standpoint on a minimum basis, 
but they do not want us to print more 
catalogs, data books, etc.. because 
they are not needed. 

ADVERTISING MANAGER. 

It is true that much has been writ- 
ten on this subject. It is true also 
that perhaps very little can be added 
of a general nature. The difficulty 
lies in the fact that for each company 
the problem is usually different. One 
company has agreed to have its 
advertising department spend a good 
proportion of its time on _ mate- 
rial that may not be published for 
the next year or two. For instance, 
they are spending a great deal of time 
on a sales and advertising manual that 
will provide basic information for the 
whole company. 

In addition, they plan to outline 
or brief this material for the sales 
department, and then try their hand 
at preparing typical solicitations which 
may be used as idea material for their 
salesmen. 

They are also preparing a great 
amount of technical literature, bulle- 
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tins, etc., bringing them right up to 
the point of printing, with the under- 
standing that the print job will be 
released whenever there is any sign 
of conditions changing. 

We believe this is a rather good 
plan because while advertising men 
usually have an idea that they can 
rush work through to completion in 
a hurry, most technical jobs take 
much longer than the time ordinarily 


scheduled. 


Getting Ad Material 


Believe it or not, I happen to be a 
regular reader of your department and 
noted with considerable interest your 
helpful advice, in the last issue, to th 
inquirer who wanted to know hou 
to gather material for his ads. I read 
it very carefully because I just knew 
that before you got to the end of 
your counsel you were going to tell 
him to get off his seat and get out in 
the field and dig for himself. I guess 
you came to the end of the page on 
the old typewriter and decided to quit 
before you were finished. 

I am attaching a copy of one of 
our recent ads entitled “You Mean | 
Gotta Dig Before I Can ‘Tell All’?” 
An old-timer like you knows that 
after all that is the best way—get out 
and dig for yourself. If you have 
somebody else do it they'll know mor 
about your business than you do and 
that doesn’t make sense. 

STANLEY A. KNISELY, 

Executive Vice-President, The As 

sociated Business Papers, Inc., 
New York. 

I have your pep letter and will 
agree to hit them harder after this, 
as you suggest. We have taken the 
field work for granted so long now, 
that perhaps it does need re-emphasis. 

I was particularly glad to notice 
ABP’s interesting double page spread 
in INDUSTRIAL MARKETING featuring 
the necessity of getting into the field 
and digging in order to get the facts 


from customers and prospects. 


T. P. Kindig Dies 


T. P. Kindig, for more than twenty 
years connected with Electrical World i 
both editorial and advertising department 
died March 10, in Cleveland, following a: 
operation. Mr. Kindig joined the editoria 
staff of the publication in 1920, and sul 
sequently served in the advertising sal 
department of the paper in New York 
Philadelphia, and Cleveland 


Uses Pull-Out Insert 


Barco Products Corporation, Detroit 
manufacturer of plating and polishing n 
chinery and supplies, used a four pag 
pull-out insert in the March Metal Finis! 
ing to announce a new line of machine 
The insert was printed in three colors 



































ON IMPORTANT PROSPECTS 


Typical Long-Term Subscribe 


occur to you . . . sausage casing makers, sharkskin 
leather tanners . . . and makers of many other 
industrial necessities that are hard to classify. 

hen a product or a process ceases to pay or 
becomes obsolete in these industries, swift replace- 
ment is the rule. Nowhere in industry does the 
improved product get as swift a hearing and test 


as it does in these fast moving 





process industries. 
day's guarded secret is the 
new plant of tomorrow. Advertise 
consistently in Industrial and Engi! 
3 Chemistry to get the 
inside track to new market possi- 
bilities before they become general 


trade news. 
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Shall the Copy Chasers 
Pull Their Punches? 

@ THE COPY CHASERS’ feature, “O. K. As 
Inserted,” which has been running in these 
pages for the last four years, has been one of the 
highest rating departments of INDUSTRIAL Mar- 
KETING, according to independent readership 
studies made of the entire editorial contents. 
Supplementing these findings, a heavy volume of 
correspondence also has indicated that readers at 
large approved The Copy Chasers’ criticisms of 
current industrial advertising, and many adver- 
tising managers have testified that they have 
greatly improved their advertising as a direct 
result of the criticism given their copy. True, 
there have been some mild protests that certain 
of the criticism was unfounded, and these in- 
dividuals have been given space in the letters de- 
partment to present their viewpoints; but, on 
the whole, readers appear to approve The Copy 
Chasers and have urged that they continue their 
work. 

Contrary to the foregoing picture, however, 
it has been brought to our attention that there 
is an unvoiced dissatisfaction with The Copy 
Chasers. It seems that it is not so much that ad- 
vertising managers and their agencies do not 
want, or cannot take criticism, but that a cer- 
tain psychological reaction to unfavorable com- 
ments about their work defeats all the value 
that such criticism may have. It appears to be 
a condition beyond the control of the average 
individual—one that immediately puts him on 
the defensive in an effort to justify this work, 
rather than to respond to the spirit of helpful- 
ness in which the criticism has been offered. 

Thus, it is easy to see that whereas a feature 
like The Copy Chasers is sincere in purpose and 
is designed to be constructive rather than de- 
structive, the psychological reaction to it may 
entirely defeat its purpose. In fact, it may even 
go further and actually result harmfully due to 
this peculiarity in an individual’s makeup. This, 
therefore, presents INDUSTRIAL MARKETING with 
a serious problem; a problem which it cannot 
justly decide all by itself; a problem which con- 
cerns the entire structure of industrial adver- 
tising as a profession and an economic force; a 
problem which INpuUsTRIAL MARKETING, be- 
cause of its great interest in the welfare and 
improvement of industrial advertising, which 
it has faithfully championed for the last quarter 
century, would like to have solved by those who 
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are most directly involved —the advertising 
managers. 

The publication has a great deal at stake in 
this matter. It can lose by rendering an unin- 
tentional disservice to advertising men; and like- 
wise it can lose by wrongly abandoning a feature 
of its editorial program which, on the surface at 
least, has met with wide approval. Therefore, 
INDUSTRIAL MARKETING wants a frank and true 
expression of opinion of its readers on two ques- 
tions: 

1. Shall The Copy Chasers continue “O. K. as 
Inserted” with criticism based on their four 
points for good copy, as printed on page 77 of 
this issue? 

2. Should The Copy Chasers refrain from 
saying what they believe is wrong, as well as 
good, about certain pieces of copy (negative 
criticism) , as a means of emphasizing what they 
believe is ineffective practice in writing copy 
which is intended to sell merchandise, directly 
or indirectly? 

INDUSTRIAL MARKETING wants your answers 
to these questions. Please send them in at once, 
expressing yourself frankly and freely. The fu- 
ture of The Copy Chasers is in your hands. 


Market Information 

From Publishers 

@ ONE of the biggest services a business paper 
can render its advertisers and prospects is to keep 
them supplied with market information about 
the fields served by the publication. For it is the 
market represented by the paper which is of 
greatest interest to the advertisers, both in the 
selection of media and in composing the sales 
message to be directed to it. 

Several of the larger business paper publishers 
have recently established noteworthy file folders 
of various data concerning their publications 
and the markets they serve, which have been 
distributed to advertisers and their agencies. The 
material is in sheet form so that any parts of the 
file may be easily replaced with newer data with- 
out great effort on part of the recipient. This 
material is not to be confused with promotional 
matter; it has permanent value, and in exchange 
for the effort and cost which publishers have 
expended in producing it, advertisers should 
exhibit a spirit of codéperation by properly filing 
it and maintaining the service as new releases 
are made. 
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CHARLES McDONOUGH 


S. L. MEULENDYKE 


ANNOUNCING THE 


LOUISE DYKES 


is group constitutes the Jury of Awards for "Industrial Marketing's’ Fourth Annual Competition for Editorial Awards for business papers 


Fourth Annual Competition for 
Editorial Awards 


@ FOR THE fourth consecutive year, 
INDUSTRIAL MARKETING announces its 
Annual Competition for Awards for 
Editorial Achievement by business pa- 
per editors. The competition was es- 
tablished in 1938 as a means of en- 
couragement to business paper editors 
ind to provide public recognition of 
the outstanding work being done by 
them, principally of an extra-service 
nature. 

Awards will be made this year in 
hive classifications as follows: 

1. For the best series of articles or 
editorials, or general editorial cam- 
paign around a definite objective run- 
ning through a series of issues. 

2. For the best single article or 
ditorial pertinent to the advancement 
ind welfare of the field served by the 
publication. This may be a technical 
irticle or an editorial treating a prob- 
lem confronting the industry and sug- 
gesting a solution. 

3. For the best illustrative treat- 
nent of editorial material in general. 
Recognition also will be given for out- 
standing work in the way of telling a 
story principally with pictures and 
short captions. 

4. For the best published research 
initiated by the publication on a 
major problem in the industry served 
by the publication. This may be in 
the nature of investigation and devel- 
opment of data concerning improved 
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technical practice, economic or mar- 
keting problems, or industry or public 
relations. The idea here is to recognize 
leadership exhibited by business papers 
in the interest of the fields they serve. 

§. For the greatest improvement in 
typography, format, and general ap- 
pearance with regard to functional de- 
sign and appropriateness to the edi- 
torial services rendered. A_ special 
award will be given for the most out- 
standing example of typographical ex- 
cellence maintained during the year, 
thus giving recognition to the publica- 
tion which is improving by refinement 
an established high standard of design. 

One First Award and two Awards 
of Merit will be given under each clas- 
sification. Material entered in the 
competition must have appeared with- 
in the twelve months preceding Aug. 
1, 1941, closing date of the contest— 
this includes issues from August, 1940, 
to July, 1941, inclusive. 

INDUSTRIAL MARKETING is proud to 
present for the fourth time a Jury of 
Awards which it considers especially 
qualified for the task of selecting the 
most outstanding material from the 
great mass of entries annually made in 
this competition. The jury comprises 
two advertising managers, two adver- 
tising agency executives, and an emi- 
nent industrial designer and authority 
on design and layout in the graphic 
arts: Robert L. Gibson, assistant to 


manager, publicity department, Gen- 
eral Electric Company, Schenectady, 
N. Y.; Charles McDonough, advertis- 
ing manager, Combustion Engineering 
Company, Inc., New York, and past 
president, National Industrial Adver- 
tisers Association; S$. L. Meulendyke, 
vice-president, Marschalk and Pratt, 
Inc., New York; Louise Dykes, space 
buyer, trade and technical department, 
J. Walter Thompson Company, New 
York; and Walter Dorwin Teague, in- 
dustrial designer, New York. 

Announcement of the awards and 
presentation of the trophies will be 
made at the Toronto Conference of 
the National Industrial Advertisers 
Association, to be held the latter part 
of September. 

The competition is open to editors 
of all business papers published in the 
United States and Canada; there are 
no restrictions as to types of publica- 
tions or their group affiliations. No 
entry blanks are required. Aside from 
the time limitations of entries, there 
is only one important regulation to be 
observed—that is, all entries must be 
accompanied by a statement of objec- 
tive and evidence of results or reaction 
to the material submitted. 

Entries and correspondence regard- 
ing the competition should be ad- 
dressed to Contest Secretary, INpDUs- 
rRIAL MARKETING, 100 East Ohio St., 
Chicago. 
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DIGGING OUT PA 
for your Distributors and 
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® Just once each year, industrial distributors from all over the 





country assemble for their annual Triple Mill Supply Convention, 
with all associations cooperating. This year the convention is in 
Chicago, May 5 to 8. 

Timed for this meeting is the Convention Number of Mil] 
Supplies, this year featuring Sales Methods of a Successful Dis- 
tributor. This detailed study, the result of searching analysis by ; 
our entire editorial force, is designed to interest every man in a 
mill-supply house from owner to stock clerk. Special sections dis- 
cuss each phase of this progressive distributor's sales organization. 


It is timely, detailed sales information like this which has 






built the constant readership of Mill Supplies, the readership you 









want to reach with your sales story. Use this issue to reach indus- 






trial distributors and their salesmen with a complete “How to Sell” 






story. We're calling a spade a spade — this one can dig out pay 


dirt for you. Put it to work! 







( Mill Supplies will also be distributed at the Convention) 





The Year's Best Chance to Reach Your Distributors 


in the ONLY Magazine Serving Them & 





EDITORIALLY SPEAKING ABOUT THE MAY ISSUE: 


i? A / q : ; . 
Sales Methods of a Swucce tA feed Distributor 
A Detailed Study of System and Personnel that Chalk Up Sales Records 


Specifically— 


. THE HOUSE — Territory, sales history, leading lines and how long handled, back- 


ground of house and methods. 


. SALES CONTROL — Details of the six product departments, showing how inside prod- 
uct experts, seven outside salesmen, and three specialist engineers work together. 
All seven salesmen do far in excess of national averages — and here’s the story of 
the records and control that help them do it. All about budgets, quotas, trouble 





shooting — ideas for every distributor, big or little. 


. DEPARTMENTS— Experienced telephone men at work, counter men who “sell ’em M | LL 
something more,” sales promotion that’s geared to the machine, and an engineering 
department that teams up with territory men effectively. Illustrated with typical 


im SUPPLIES 


. TERRITORY MEN AT WORK — Case-study data on these men and how each works, 
illustrated by a typical day’s calls for each man. RKie) West 4?nd St. 


. RELATIONS WITH MANUFACTURERS — How this house works with and for companies New York N Y 
it represents — how it uses factory representatives. . 












By FRANK B. GODLEY 


McGraw-Hill Publishing Company, Cleveland 


Shall We "Tell AL”? 


A publication representative s reaction to ‘Tell All” 
and some of his observations on how it is applied 


@ AFTER READING the Tell-All 
story, as presented by Associated Busi- 
ness Papers, Inc., a few months ago, 
ind following the discussion of this 
subject at the NIAA conference in 
Detroit last fall, | found myself won 
dering why it was necessary that in 
dustrial advertising writers had to be 
iwakened to a function so obviously 
1 part of their job—or why there 
should be any argument about the 
thing. 

Did we ever hear of any sales man- 
iger instructing his salesmen not to 
tell a complete story of their product 
to a listening prospect? 

Did we ever hear of any salesman 
showing an interested prospect a model 
of his product, and deliberately clos- 
ing the case before his prospect had 
seen all of it? 

Well—if that is good selling, then 
deliberately withholding facts from 
advertising copy is good advertising. 
Yet there are some W ho hasten to label 
the idea as “just another fad.” 

“How can you tell all in a quarter 
page advertisement?” the first ob 
jector asks. You can tell few, if any, 
complete stories in quarter-page space, 
but that dees not condemn the tell all 
principle any more than the occasional 
quick interview condemns the sales 
story of a good salesman when a 
forced limitation is put on his time. 

Che salesman who normally requires 
thirty minutes for Ais tell all story, 
of course, cannot do it in one of those 
five minute calls he has to take some- 
times, but in those five minutes he can 
tell all that five minutes will allow. 
And, as in the quarter-page advertise- 
ment, the forced short call of the 


salesman puts i premium on W asted 
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words and a demand for as complete 
a tell all story as possible. 

Take the radio announcer, for ex- 
ample. There’s a fellow you may not 
like because you hate to have your fa- 
vorite program interrupted for a few 
seconds, even by the sponsor who is 
giving the program, gratis. 

But there, gentlemen, is the best 
tell all artist in the world, and I mean 
artist, 

He usually takes sixty seconds. Call 
this a quarter page ad if you wish, and 
analyze, some time, what he says. 

As a rule, there are no wasted words 
and not a sentence without a sales 
point. Proof, too, that a good sales 
message can be both brief and com- 


plete. 


SPEED RANGES UP TO 16 TO 1 


AN ALL-ELECTRIC 


ADJUSTABLE-SPEED DRIVE 
FOR A-C. CIRCUITS 
SIZES—1 to 30 HP. 


“ADJUSTABLE SPETO MOTOR 





RELIANCE 


V 


1. A DIRECT DRIVE. Fewer 
ports and less spoce be- 
cause the drive is direct 
—there's no intermediate 









SPETO CHANGES 
y STOP staat 


speed-changing device. _ i srto 
2. CONTROL — Within easy | a 


reach. There's nothing to _ — 

mit convenience. Put 
speed adjuster and start- 
stop button ina handy spot 
and run a wire to them, 


3. FROM A-C. POWER CIR- | / | 


CUIT. The many odvan- 
tages of this drive ore 
mode posible of o new 





~ 
low price by the “pack i~ 
aged’ V*¥S Speed Control 


ALSO— Quick stoppi reversi f 
Unit which is connected Quick stopping, reversing, safe 


speeds for threading. ample starting 
torque with smooth acceleration, speed 
setting. Get Bulletin 309 for details 


RELIANCE ELECTRIC & ENGINEERING CO. 4 


1082 IVANHOE ROAD « «© CLEVELAND, OHIO seats 
‘ 


Sales Offices im Principal Cities a4 


by three wires to a 3 
phase o-c. power circuit 








Tell All" does not necessarily require the 
use of large space—here is a quarter-page 
which does a limited job in nice fashion 


And where did this message come 
from? A copywriter wrote it. He 
made it a tell all story because he 
knew his words would soon be speak- 
ing to a listening audience. 

So—is there any reason why the 
copywriter of a display advertisement 
should not go and do likewise—or 
should he hide many of his sales facts 
behind glowing words and beautiful 
phrases to show what “a fine writer” 
he is instead of speaking to his listen- 
ing audience, also. 

“The trouble with many of our in- 
dustrial advertising copywriters,” a 
leading authority said many years ago, 
“is that they talk too little while 
writing too much.” 

That statement made such an im- 
pression on one writer I know that 
he got himself some photographs of 
men typical of the industries to which 
he was writing. One photo was that 
of a machine shop foreman—anothe: 
was that of a contracting engineer. 

When he was writing copy on a cer- 
tain lathe account, he cleared his desk, 
set up that picture of Mr. Machine 
Shop Foreman, measured his man, took 
a look at the space allotted for the 
message—decided, say, one hundred 
words was all he had for the job and 
then asked himself: “What shall I /el/ 
that man in one hundred words that 
will sell him this lathe?” 

When he was writing copy on a 
steam shovel account, the deck was 
cleared for Mr. Contracting Engineer, 
and the same procedure was followed 

Sounds simple—but that copywrite: 
still talks to his prospects when he 
writes. Result—his copy is alive, it 
has personality, it has punch, it /ell 
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For the first quarter of 1941, 
AUTOMOTIVE INDUS- 
TRIES carried 18% more busi- 
ness than in the same period last 
year. 


That is a healthy gain. 


As a matter of fact, ever since 
Automotive Industries became a 
semi-monthly publication in May, 





1939, its volume has been grow- 
ing steadily. 


So has the number of its adver- 
tisers. 


Here is the logical medium to 
carry your advertising to the 
automotive manufacturing, avia- 
tion and national defense indus- 
tries. 





AUTOMOTIVE INDUSTRIES 


A CHILTON Publication 


Chestnut & 56th Sts. 1) Philadelphia, Pa. 
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COMPARE THEM 70 
N SUPER. SiLVERTOps 
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The interesting and effective comparison charts used prominently in automotive advertising 
have been adopted in this manner by two industrial advertisers in current copy. The device 
provides a dramatic presentation of sales features and does a competitive sales job in a 
dignified manner. Mesker Brothers launched their series with a heavy two-page color insert 


all—and, therefore, does have the 
chance to sell. 

Anyone who has sold advertising 
over a long period of years has seen 
much advertising copy massacred, 
while his particular publication was 
being indicted for the job. 

Less than twelve months ago, this 
alleged salesman of advertising was 
taken to task by an advertiser who 
was loudly proclaiming that advertis- 
ing did not pay—taken to task be 
cause the advertiser was told he had 
no right to condemn any publication 
which he had not used properly. 


“What right have you to criticize 
our advertising—we are the ones who 
pay for it!” he shouted. “The same 
right,” he was told, “that you would 
exercise if you found one of your cus- 
tomers trying to do a job twice the 
capacity for which your product was 
designed—then when it fails, your 
product becomes no good.” 

Any good four-inch belt, for ex- 
ample, wiil do its part on a four-inch 
pulley, but no good four-inch belt 
will last long trying to drive the pul- 
ley and load that calls for an eight- 
inch belt. Yet, not many advertisers 
are ready to accept this principle when 
applied to the advertising job that is 
obviously inadequate for the load it is 


intended to carry. 
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Every advertiser—every advertising 
writer—has the option of telling a 
story completely or leaving it half 
told. Doesn’t look like a problem, but 
it is—for some people. 

I know one industrial advertiser 
who sort of dragged his advertising 
along for over forty years before he 
accepted the way to better advertis- 
ing. A year and one-half ago, he was 
shown a review (in photostat) of his 
advertising since 1899—quarter pages, 
half pages, some full pages—with lit- 
tle or no consistency, and definitely 
without any plan—except to “keep 


Then 


he was shown something with a new 


our name before the public.” 


perspective, and with a definite ob- 
jective. 

“For the first time in forty years,” 
he was told, “you are going to be 
telling your market a complete story 
of your product when you start this 
personalized, vitalized plan of adver- 
tising.” After a bit of discussion, it 
was accepted—and today, he’s saying 
it with spreads. 

There are two morals to this little 
sketch—one of them is that the man 
who sold this job should have sub- 
mitted his tell all story long before 
he did. 

“You are making the finest product 
of its kind, but you are nof giving 





that product the break it deserves,” 
another timid advertiser was told. 

And, here again, the tell all story 
was unfolded. 

The product itself was set up as 
“the one” asking for a better plan of 
advertising. Unique copy exhibits 
opened the eyes of another old adver- 
tiser. Result—again an_ increased 
schedule and one more victory for the 
tell all copy job. 

Now it is not to be concluded here 
that every written advertisement 
should be chuck full of copy, to be 
good. Many times an installation pic- 
ture or a detailed drawing tells much 
of the story. 

And, in any event, the advertiser’s 
objective measures the job to be done. 
Some require less copy than others, 
but whatever the objective, the story 
is going to fall just as short as it is 
incomplete. 

The late Arthur Brisbane told us a 
few years ago how to write good ad- 
vertising, and he made it so simple 
that no copywriter, today, should miss 
it. 

Brisbane said: “Write your adver- 
tisement so people will: 

“1. See it— 

“2. Read it— 

Believe it.” 
True, it will not be seen unless it 
It will not be 


“ 
eee 
J. 


attracts attention. 
read unless it is interesting and in- 
formative. And it will not be be- 
lieved unless it is convincing; but in 
my opinion, no better formula for the 
advertising writer has ever been spo- 
ken—and note, it was said in six short 
words, 

Meantime, would Mr. Brisbane have 
advised against any advertising that 
dared fell all that’s worth while about 
product or subject? 

Do you think your product does not 
deserve all the good that can be writ- 
ten about it in any single message? 

Or shall we keep on arguing the 
question: To tell all or not to tell all 


—To be or not to be? 


Behel & Waldie Appointed 


The Signal division of the Federal Ele 
tric Company, Inc., manufacturers of s1 
rens, horns, and signal systems, has ap 
pointed Behel and Waldie, Chicago, t 
handle its account. They are planning a 
campaign in papers in the industrial, mu 
nicipal, funeral, fire and police fields 


Elects Tyson Director 


The Turbo-Mixer Corporation, New 
York, manufacturer of industrial mixing 
equipment, has elected Oscar S$. Tyson 
director. Mr. Tyson is president of O. 5 
Tyson and Co., Inc., New York agency 
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pr How Busy You 


Industrial and Large 


Building Market 


Engineers and contractors, who plan, specify, 
purchase-control and install industrial and 
large building air conditioning, heating and 
piping, are continually seeking answers to 
questions such as these: 


1. Where can we get the right 
equipment for specific jobs? 

2. What are its outstanding fea- 
tures of design, construction 
and operation ? 

3. Will it solve our particular 
problems? 

4. Will it give the required 
standard of performance, 
and insure A-1 installations? 


HEATING, PIPING & AIR CONDI- 
TIONING is the ONE PAPER which 
furnishes complete, up-to-the-minute 
information of this type. 


Contributing editors are the foremost author- 
ities in the field—the publication carries 
monthly the Journal of the American So- 
ciety of Heating & Ventilating Engineers— 
and advertising volume now totals more than 
TWICE that of any competitive paper. 


lf you have products suitable for the 
Industrial and Large Building Air 
Conditioning Market, HEATING, 
PIPING & AIR CONDITIONING 
merits FIRST PLACE on your present 
advertising list. 


OMPLETE Air Conditioning 
at Downright LOW COSTE sriciinan in cot ot 


OMPANY... Aix Conditioning 
























FROM THE OLDEST 
INDUSTRIAL AD GROUP 


To rue Eprror: In behalf of the 
Industrial Advertising Association of 
New York, Inc. (TPA), I wish to 
extend my heartiest congratulations to 
you on the twenty-fifth anniversary of 
INDUSTRIAL MARKETING and a quat 
ter of a century of unfailing service 
to the industry 

We all know and appreciate the part 
you have played in the rearing of this 
ugly duckling” called industrial ad 
vertising and send you our = sinceré 
wishes for another twenty-five years 
it least! 

Kerru B. Lyptarp, 
President, Industrial Advertising 
Association, Inc., New York 


v v Vv 
THE FLEETING YEARS 

To tHe Pusiisuer: | did not know 
until I read the March issue of IN 
DUSTRIAL MARKERING that it had 
passed its twenty fifth birthday. 

My very best congratulations to 
you and to the magazine. You are do 
ing a grand job. 

Incidentally, | remember looking 
forward to receiving CLass ’way back 
when | was a trade paper editor. 

G. S. McMILLAN, 

Secretary, Association of National 

Advertisers, Inc., New York. 
v v v 
IN THE PICTURE 


To rue Eprror: It’s a swell job, 
that twenty-fifth Birthday Issue, and 
I'm proud of being in that picture on 
page 17 

And I am sure that all of us who 
ire in that picture thankfully realize 
what Crass, then Crass & INDUs 
rRIAL. MARKETING, has meant to us 
individually ind to industrial adver 
g generally down through the 
The name of “G.D.”’ and Industrial 


| | 
Advertising have almost become syn 
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onymous, as I believe no other man in 


the publication business has done as 
much to further our cause. 

Here’s to many more years of the 
fine constructive work INbUsTRIAI 
MARKETING is doing. 

ARTHUR H. OBERNDORFER, 
Advertising Manager, Hevi Duty 
Electric Company, Milwaukee. 
v . v 


FULL OF INTEREST 


To tHE PuBLisHeR: Congratula 
tions on your twenty-fifth annive 
sary issue of INDUSTRIAL MARKETING. 
We feel almost like an old-timer read 
ing reminiscences of many of our 
friends, but we want to join them in 
complimenting you on your valuable 
contribution to industrial advertising 
problems, and also tell you how much 
we have enjoyed the March, 1941, 
issue It is just packed full of inter 
est and we wish you had put a stiff 
cover on it so that we could keep if 
permanently in the file. 

With kindest regards and _ best 
wishes for your continued success, 

Sruart G. PHILLIPs, 

Assistant Secretary, The Dole Valve 

Company, Chicago. 
v y v 
PRESERVED INTACT 

To tHe Eprror: The March anni 
versary issue is an eloquent testimonial 
to the fine and strong editorial job 
which you have done year after year. 

If many of us who labor in the field 
day after day have been able to do an 
increasingly better job at those daily 
tasks, be pleased to know that some 
part of it 1s due to the inspiration ind 
guidance which you have given us 
monthly through the means of a pub- 
lication that has almost become a bible. 

If you ever want to get any stories 
ibout readership, I can give you a pi 
ture of a file of these magazines that 
has grown so big it is presenting a 


space problem because | dislike to clip 
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from them as I do with every other 
paper. And I know it is also true 
with many others. 

My best and biggest wish for you 
is that you may continue in the path 
which you have set—to not only put 
out an ever better issue each month, 
but to continue your unselfish work 
of carrying on this job of developing 
the industrial advertising man. If 
that is done, I feel sure that we will 
have plenty to be thankful for. 

Hers Mercreapy, 

Sales Promotion Manager, Magnus 

Chemical Co., Inc., Garwood, N. J. 


. ¥ 
MILESTONE OF SIGNIFICANCE 


To THE PuBLIsHER: Congratula 
tions to you on your twenty-fifth 
anniversary. This is a milestone of 
real significance. And during the past 
tw enty-five years there is no question 
but that you have contributed a great 
deal to the formulating of sounder 
advertising principles in the industrial 
held. 

I hope you will be healthy and pros 
perous when the fiftieth anniversary 
comes around. 

Russecyt L. PurmMan, 
Publisher, Equipment Preview, 
Chicago. 
- YY F 
REMINISCENCE 


To tHe PusBLisHer: In reading 
your Silver Anniversary issue fo 
March, I note a reference in the at 
ticle by Keith J. Evans to “J. B. 
Patterson, P. H. & F. M. Roots Com 
pany” which brings the matter close 
to us, since the Roots Company is one 


of our predecessor organizations. 

While we have lost track of Mr: 
Patterson, he is very vividly recalled 
by some of the older members of our 
organization, due to the fact that he 
served his apprenticeship at Conners 
ville before going to Chicago. 

During those days, the P. H. & 
Ff. M. Roots Company and the Con 
nersville Blower Company were bitte: 
competitors, but that is all changed 
now, as the two organizations were 
merged in 1934 into the present firm 
which continues to benefit by a her 
tage extending back to 1854. 

The experiences recited in the vai 
ous anniversary articles are reminisce! 
of many similar incidents in my ow 
experience which largely parallels th 
two and a half decades which are co\ 
ered by these writers, even thoug! 


mine began with the now defun 
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Have you a Job 
for the World’s 


Best Salesman? 





He wears a cap and a uniform — carries a leather bag slung 
over his shoulder. He calls regularly on every prospect in 
every corner of the country, at a cost of a few cents per call. 

His age is 18 to 65. His color is white, brown or black. His 
™ number is 90,000. He is the United States mail carrier. 
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Put the world’s greatest salesman on your payroll. 
He'll take your message to every one of your prospects 
in a few days — or to any group at any given time. 


Even though getting orders may not be your problem 
at the moment, this versatile salesman can be tremen- 
dously helpful in sowing crops of prospects for future 
harvesting. He can help you with that long-range pro- 
motion program you have dreamed about during the 
hurly-burly days when you pursued your prospects 
overtime. By means of house organs, news bulletins 
and other indirect selling units, he can help you pre- 





Mailing Lists Process Letters 
Ceo er, business and profes- Fine form letters reproduced by 
Sic ists of all sorts built to all the well known methods. A 
0 from your specifications. special technique for matching 
Te al or financial limitations fill-ins. Facsimile signatures that 


look almost real . . . or pen and 
ink signatures if you prefer them. 


as jed. Every Buckley-De- 
st guaranteed. 





Make our plant your national 
headquarters for offset and letter- 
press printing and dealer im- 
printing. Best equipped depart- 
ment in Middle West. Capacity, 
1,000,000 imprints daily. 






pare for the inevitable day when emergency produc- 
tion will be curtailed, and wheels will stop turning 
unless you can get sufficient business from your 
normal, everyday sources. 


Let us talk to you about a promotion program that 
will take up where defense orders leave off. In addition 
to extensive mechanical facilities (partially described 
below) we have a merchandising staff experienced in 
every phase of industrial sales promotion. Write cr 
telephone, so that we may arrange a discussion at 
your convenience. 
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Addressing and Mailing 


Printing and Imprinting 
Fast, accurate addressing service 
by hand, typewriter or address 
ing machine. Economicc] mailing 
list maintenance. Complete mail 
ing service for national or local 
campaigns. 








BUCKLEY, DEMENT & COMPANY 


1300 JACKSON BOULEVARD 


e CHICAGO, ILLINOIS 

















Lexington Motor Company and _ its 
predecessor organizations here in Con- 
nersville. 

Certainly industrial advertising has 
made long strides through the inter- 
vening years, and the trade press, of 
which your own publication is such a 
worthy representative, has had much 
to do with the progress already at- 
tained. 

In closing, permit me to wish for 
you a continuance of the “will to 
serve” which has undoubtedly ac- 
counted for your success in this in- 
creasingly important field. 

E. Huston, 
Secretary, Roots-Connersville 
Blower Corporation, 
Connersville, Ind. 


Epiror’s Nort Mr. Patterson died 
several years ago. He had been connected 
with The American Society of Mechanical 
Engineers and Mechanical Engineering for 
a number of years previous 


vgy¥eey 
TAKE NOTE, BOYS 


To tHe Eprror: I will appreciate 
it if you will convey to The Copy 
Chasers my thanks for the credit line 
on page 29 of your March issue cover- 
ing citizens like Jim Peck and me. 
Them are very nice words and I am 
quite sure that Jim will like them just 
as much as I do. I must hasten to 
add, however, that in my own humble 
opinion, the job The Copy Chasers 
have done and are doing, will be 
counted up in the days to come as the 
real starting point for advertising copy 


that really says things useful. 


W. E. Iris, 
Editor, Industrial Equipment News, 
New York. 
vvy 


ON SECOND THOUGHT 


To THe Copy CnHasers: I am so 
busy filling orders for Dumore grind- 
ers as a result of our current adver 
tisements that I do not have time for 
a rebuttal to your comments in the 
March issue. 

Bos HAMILTON, 
Vice-President, The Dumore 
Company, Racine, Wis. 

P. S.—I'’ve changed my mind. Tak 
ing part of my noon hour off, | 
thought I'd drop a little note to you 
boys. So your pet peeve is that you 
don’t like Dumore “legs” ads (see 
IM, March, p. 73). Come, come, fel- 
lows, are you the two I saw walking 
down Michigan Blvd. the other day 
with smoked glasses on, or are you 
really just as human as the rest of us? 


If you would have taken your eyes 
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off the legs for a minute and read the 
copy that goes with the ad, you would 
have seen a very natural tie-up. 

How many of the ads that you read 

really produce results? The trouble 
with you fellows is that when you get 
up to the plate to knock a home run 
you swing at the first three balls 
whether they are good or bad. 

Don’t be too hasty, gentlemen, just 

bear these things in mind: 

1. Dumore’s business is way above 
the general increase for products 
of our type. 

2. Our advertisements do produce 
results because we have orders 
that say so. 

3. How many of your fellow con- 
spirators have their ads hung on 
the walls of the office of Pro- 
duction Management in Wash- 
ington? Mine are there. 

4. Oops! I’ve just got time to go 
out and get a cup of coffee and 
a sandwich. 


Bos. 


| CONTINUED FROM Pace 25] 


Aluminum’s Campaign 


business and public relations policy in 
relation to the present situation. 

The original 1941 program, when 
launched the first of the year with 
page and half-page ads in the year- 
end editions of fifty newspapers in 
major cities throughout the country, 
was described at that time by C. C. 
Carr, Alcoa advertising manager, as 
“insurance advertising.” The tem- 
porary shift in business paper copy 
strengthens that definition. Mr. Carr 
explains it this way: 

“It can be thus described because it 
is intended to accomplish these two 
main purposes: (1) bridge the gap 
during the period when there will be 
a temporary shortage because of na- 
tional defense needs, and (2) retain 
the normal and peace-time markets 
after the present emergency is over. 
Our advertising this year is not for 
the present but is directed toward the 
future when aluminum will be more 
plentiful and cheaper than ever be- 
fore, and production has been more 


than doubled.” 

Although they haven’t any of their 
wares to sell at the present time, the 
company’s salesmen still play an im- 
portant promotional and marketing 
role, principally by maintaining good 
will toward aluminum with customers 


not now getting any of the product 
Under present conditions, the major 
aim of the sales department can only 
be to render service, not to sell. 


The sales representative is expected 
to perform two missions. One is to 
retain the good will and future patron- 
age of present customers over the pe 
riod of temporary shortage. The other 
is to determine if he can develop any 
new methods by which the user of 
aluminum can handle it more efh- 
ciently and effectively. This latter 
phase of the job is not new, since the 
company, for years, has made avail- 
able the knowledge and experience of 
its men and the facilities of its re- 
search departments to all users of alu- 
minum. In addition, it is constantly 
disseminating educational data, by 
means of free booklets, telling the lat- 
est methods discovered for better han- 
dling of aluminum. 

All sales representatives are experi- 
enced engineers, who are given thor- 
ough training in the company’s own 
plants for a year or more before being 
sent out into the field. There is a di- 
vision sales head for each product, who 
is called a product manager. Over 
these is the general sales manager, who 
directs the entire sales force. 


Proofs of all ads are sent, prior to 
publication, to all sales offices where, 
in turn, they are given out to the 
salesmen. They, in many cases, order 
extra reprints and mail them to their 
customers. In addition, the company 
sends proofs to a mailing list embrac- 
ing the sales departments of all the 
leading paint manufacturers. This 
practice is being continued the same 
as under normal conditions. 

Thus, Aluminum Company looks 
beyond today’s perplexing problems, 
and advertising is playing an impor- 
tant role in bridging the gap to the 
day when normal markets once mor 
will be the field of operations. 


Ellis Associates to Convene 

The National Council of Ellis Plan A 
sociates will hold their annual convent 
May 28 to June 1, at the Palmer Hor 
Chicago George C. McNutt, advertis 
manager, R. G. Le Tourneau, Inc., Peo: 
has been named convention chairman, 
Anthony Neher, sales promotion 
ager, Century Electric Company, St. I 
is in charge of the program 


Freystadt Appointed by Fiske 

E. M. Freystadt Associates has been 
pointed by Fiske Brothers Refining C 
pany, Lubriplate division, Newark, N 
to handle its account on lubricants. M 
azines and business papers will be used 
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“wi Look away down South in the land of cotton, been privileged to play an important part in the 
lat- and you'll find a business publishing organ- W. R. C. Smith promotion of the South and its 
1an- . . . e e . . . . ‘ 
si tance of Southern industry and Southern Southern Power and Industry, spreading the 
hor _ industrial markets for over forty years. W. R. good news of Southern sales and marketing op- 
own ar ; . , . - . 
ren C. Smith, pioneer industrial publisher of the portunities among the leading manufacturers of 
re _ South, has built up a great busi- industrial equipment and supplies 
who 
“es ness paper group, all devoted to . , and their advertising agencies. 
who - the South and its markets. No. 10 in a series o 

| ° 
| advertisements based : ‘ 
b . di coii aeaes advertis Industrial Marketing, Mr. Rooke 
r to > That the W. R. C. Smith Publish- on the 25th anniver- 
one rr — ful reminds us, “has been carrying 
’ ‘ 4 I< ys) : "ef Pce . a 
_ £ UO npany las been successiu sary celebration of fi i = tri - public 
a : <r space for our industri: ‘a- 
ll -< > > ‘es . . ° . I 
is 1 its evangelical mission, and Industrial Marketing ; 
heir i has convinced advertisers that in Mareh. 1941 tions for many of the twenty-five 
any — 9 — . . . 
, . os . fears during which the magazine 
~ they're missing a real marketing iets 6 — 
the opportunity if they’re not cover- has been published, and we hope 
This . z : s : . = _ ee 
ive ing Southern business and industry adequately. to be with you for the next twenty-five! 
is demonsirated by current advertising records. We share that hope, as well as the conviction 
oks ; i x arter-century, as in the 
a \s W. J. Rooke, president of the company, says that during the next quart 9 § 
: i . past, W. R. C. Smith publications will continue 
Or in the letter reproduced on the opposite page, 


“ . , earry the banner for a great and expanding 
mi We are starting 1941 with the largest volume ners ji 6 ' 6 
| 7 a South and a growing and prosperous Southern 
of advertising we have had in the last decade. 
industry. In that forward movement, we can 


INDUSTRIAL MARKETING is proud to have all join enthusiastically. 



































































ADVERTISING VOLUME FOR MARCH ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 


I ‘ otherwise noted, all pu 
standard «xi 
Pages 

Industrial Group 1941 1940 
Acro Digest ieteceesne Grane 86 
Air Conditioning & Retnig 

eration News (w) (114% 

BOGE dcacadeuresstivece BE 7 
American Builder and 

Building Age ; 111 92 
American Machinist (biew) §377 245 
Architectural Forum : 93 S4 
Architectural Record ; 72 73 
Automotive Industries 

(bi-w) $181 $143 
Aviation ebiaey i 102 72 
Bakers’ Helper (¢.o.w.). $175 152 
Brick & Clay Record. *4] 20 
Bus Transportation 79 83 
Ceramic Industry ... 34 32 
Chemical & Metallurgical 

Engineering 163 135 
Civil Engineering 23 2 
Coal Age eee ; eeee 73 ov 
Construction Methods (8% 

Sea enteaeeweewass 76 78 
COGON  cecces 6 $160 79 
Diesel Power & Diesel 

Transportation ioe 48 43 
Diesel Progress (8'4x11). 32 32 
Electric Light & Power... 62 58 
Electrical Contracting a 74 $88 
Electrical South ...... : 3] $34 
Electrical West ... 48 39 
Electrical World (w) 191 169 
Engineering & Mining 

a ree . 78 79 
Engineering News-Record 

We eveceaees eee 195 192 
Factory Management w 

Maintenance : 1838 149 
Food Industries . 80 75 
Foundry : : ; 98 77 
Ce: ows seees 36 .¥ 
Gas Age (bi-w) 58 61 
Heating, Piping & Air 

Conditioning ... 82 71 
Heating & Ventilating... 29 24 
Hitchcock's Machine Tool 

Blue Book (4! 2x6! 2) 213 168 
Industrial & Engineering 

Chemistry (3 editions) 146 98 
Industrial Power (4144x634) 76 76 
Iron Age (w). 426 17 
Laundry Age 48 43 
Machine Desigr 71 64 
Machinery . 228 172 
Manufacturers Record 49 + 
Marine Engineering & 

Shipping Review 102 83 
Mechanical Engineering 4) 3] 
Metal Finishing $51 44 
Metal Progress 9 9§ 
Metals and Alloys 69 52 
Mill & Factory 183 13 
Mill Supplies , 116 87 
Modern Machine S| 

(414x6l4) 24? 181 
National Petroleur News 

(w) , 74 $86 
National Provisioner (w) T115 116 
Oil & Gas Journal (w) 

(9x12) $*260 §*256 
Oy] Weekly (w) $T179 $228 
The Paper Industry and 

Paner World : 7§ 71 
The Paper Mill (w) , T91 372 
Paper Trade Journal (w) *103 9 
Pencil Points ; 75 70 
Petroleum Engineer ' $105 $99 
Pit & Quarry. a i 59 
Power eee eeeees . 186 L15§ 
Power Plant Engineering. 82 73 


2 


ations are mm ies and ive 
h type pa 
Pages 
1941 1940 
Practical Builder (1014x195) 21 16 
RS eee 4 43 
Product Engineering 118 99 


Products Finishing 

Se ee 39 32 
ee 98 72 
Railway Age (w)........ $190 f175 
Railway Purchases & Stores 71 54 
Refiner & Natural Gasoline 

Manufacturer ........ 98 81 
Roads & Streets.......... 59 61 
Southern Power & Industry 64 43 
Steel (w) see 2 T283 200 
Telephone Engineer ...... 25 25 
Telephony (w) ......... *Z|/82 *f77 
Textile World .......... $147 90 
Water Works & Sewerage. 4] 32 
Water Works Engineering 

(biew) . née pes bee 46 58 
Welding Engineer ....... 28 2 
Western Construction News 74 74 
W ood Worker eeeeeeeses 53 41 
Wood-Working Machinery 

DEE secs ceweues *58 57 

Total 8.547 7.164 


Trade Group 


American Artisan 76 53 
American Druggist ....... 98 86 
American Exporter **148 221 


Boot & Shoe Recorder (w).§ 7143 §t165 


Building Supnly News.... 51 50 
Commercial Car Journal... 83 82 
Domestic Engineering .... 81 61 
Electrical Merchandising 

ek a ees *65 58 
Farm Implement News 

On. se aceia we ds ; 72 62 
Hardware Age (bi-w).... 177 162 


lewelers’ Circular—The 

Keystone ea aeeraaree 81 74 
Mida’s Criterion ........ s 6 
Motor —henxe we neon 102 89Y 
fe  eeerere ees 62 39 
Plumbing & Heating Journal 31 *28 
Sheet Metal Worker...... *45 50 
Southern Automotive 

Journal as ee ee $81 $56 
Southern Hardware ee 57 50 
Sporting Goods Dealer. . 92 94 

Total 1.556 1,486 

Class Group 
Advertising Age (w) 

(10%4x15) ........ $108 77 
American Funeral Director. 57 64 
American Restaurant =e 61 59 
Hospital Management .... 31 25 
Hi tel Management be . $1 16 54 
Industrial Marketing ..... 58 46 
Modern Hospital tie tetas 97 109 
Nation's Schools ......... 47 43 
Oral Hygiene (4 5/16x 

Rtn “p£ee aces 6a 110 106 
Restaurant Management .. 56 4) 
Trathe World (w)....... T1114 T84 

Total Ter 855 709 


SIncludes special issue. *Includes classi 
hed advertising Last estimated 
tFive issues. Three **Two edi- 
tions only. French edition suspended tem- 
porarily since August, 1940 


issue 


issues, 








Business Advertising 
Jumps 17.08°,, in March 

@ STRIKING a new velocity, gain: 
in business advertising reached a new 
high last month when business publi 
17.08 per cent 
business March, 1940, 
16.81 per cent more than in February 
1941, The gain for the firs 
three per cent 
the total for the first quarter of last 


cations carried mor 


than in anc 


issues. 


months was 13 ove 


year. The figures are based on re 
ports of 111 publications in the ac 
companying tabulation. 

The 


with an 


industrial led the list 
19.3 


March, and 15.31 per cent more busi 


group 
per cent increase for 
ness for the first quarter as compared 
with last year’s figures, according to 
reports of eighty-one publications in 
the classification. 

Nineteen papers in the trade group 
reported a 4.7 per cent increase for 
March issues, and a gain of 3.6 per 
cent for the comparative three-month 
period of a year ago. 

The class group is showing new 
strength with eleven papers having a 
20.59 per cent gain for the month and 
a 9.83 per cent increase for the initial 


quarter. 


G-E Promotes Harrington; 
Advances Several Others 


Elliott Harrington, who has been ass 


ciated with General Electric since 1919 
has been appointed 
sales manager of the 


alr conditioning al 
commercial refrigera 
tion departments 
with headquarters 
Bloomfield, N J f 
B. McClelland, { 


merly Eastern zon 
manager, 1s now 
sistant sales manags 


in charge of field 
erations and distri 
utor relations 

L. H. Hobson, 
Western Zor 


now head 


mer 


E. HARRINGTON 


manager, 
the department's automatic heating sal 
section; C. M. Rowland, former zone n 
ager in the Midwest, has been placed 
charge of the cooling equipment sales s 
tion; and S. Martin, Jr., heads the « 
tractor and industrial section 


DMAA Plans Convention 


The 1941 annual convention of the D 
rect Mail Advertising Association will b 
held Oct. 15-17 in Montreal. The chai 
man will be Spalding Black, marketing d« 
velopment and advertising manager of t! 
cellophane division, Canadian Industries 
Ltd., and Canadian vice-president of ¢! 


DMAA 


Appoints Wilder 


Graver Tank & Mfg. Company, Inx 
East Chicago, Ind., has appointed Alm« 
Brooks Wilder, Inc., Chicago, to hand! 
its advertising 


sales 
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6. K. 


INSERTED 


AS 


@ SOME TIME AGO we made the 
suggestion that manufacturers parked 
in the “front line” of defense could 
render a great service to industry and 
businessmen and the public if they 
used advertising to report the status of 
“work on hand.” This United Air- 
craft did recently in several general 
business magazines, and very consci- 
entiously, too. We refer to the page 
(we hope you’ve seen it and read it), 
‘WHAT ABOUT aircraft engine 
production?” In question and answer 
form, it tells the story. How well, 
you may gather from the following 
sample questions—“How fast is your 
engine production increasing?”’—“‘Are 
you producing engines fast enough to 
meet airplane requirements?”—"‘Will 
the automotive industry be a factor 
in production?”—“How big is the 
job ahead?” We like to start this 
column with a winner—and what 
hner winner could we start with this 
month than this advertiser and adver- 
cement? All credit for a news- 
worthy treatment of today’s most 
vital subject to the trio who 
handle all United Aircraft’s ad- 
vertising—Wnm. A. Forbes, presi- 
dent, and John Monsarrat, vice- 
president, Platt - Forbes, Inc., 
gency, and Norman V. Clem- 
ts, United’s advertising man- 
er. 


SON FROM THE LOWLY Hair PIN 
Jur good editor sent us a page for 
'-Rite Hair Pins with a little note 
ned to it to the effect—Look at 
the significant sales sense these 
ople make out of a simple thing 
e a hair pin.” And how right he is. 
idressed to beauty operators this 
says, “Here’s Why Sta-Rite Hair 
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Telling the Public... What Is 


a Good!Defense Ad? . . . Happy Headlines 
2. Tell All’ Ads in’ Small Space... That Extra Something 
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Pins Help You to END ‘RUSH 
HOUR’ LOSSES.” Illustration shows 
magnified detail of patented feature, 
“The Little Flare Holds the Hair.” 
Subhead, “Stop Losing Customers! 
Use these hair pins that aid in giving 
faster, better hair sets!”’ Little box 
at left of illustration illustrates in 
words and graphic chart, “Operators 
Able to Give Up to 3 Extra Hair Sets 
a Day by Using STA-RITE HAIR 
PINS.” More good material in this 
page, but this is sufficient to prove 
our point. And some industrial peo- 
ple think they have nothing to write 
about! Shame! 


Four Goop Litrtte Aps—These 
four mighty mites will interest you. 
Pipe the “meat” in this Hays Corpo- 
ration headline, “HANDLES aufo- 
matically LOAD SWINGS OF FROM 
8,000 to 25,000 Ibs. of STEAM PER 
HOUR .. . for Rubber Goods Manu- 


facturer.”’ And this one in a Sherwin- 





Williams’ third-page, “We finish 26 
TONS of furniture per day with 35 
men and § S-W Products.” Cochrane 
Corporation, likewise in a third-page, 
talks “turkey” with, “Extra Capacity 
from  Over-Loaded_ Boilers with 
COCHRANE STEAM PURIFIERS. 
Here’s one plant that increased ca- 
pacity 270 per cent of boiler rating 

” And here’s the littlest midget 
of the group, Mall Tool Company’s 
sixth-page, “22'2 to 30c a Day Op- 





The Copy Chasers’ 
Principles 

@ THE COPY CHASERS base 

their criticism of industrial ad- 

vertising on the following basic 
principles, which they use in 
their own daily chores: 

1, A sound sales idea—true to 
the product, penetrating, re- 
memberable. 

2. An intriguing headline—not 
just tricky—logical to the 
sales idea, and promising 
enough to make _ reading 
worth while. 

3. Skillful copy, free from gen- 
eralities, free from advertis- 
ing bromides, and free from 
unbacked-up claims for su- 
periority—readable, human. 

4, Copy expressing the prod- 
uct’s qualities in terms of 
benefit to the purchaser—but 
nothing exaggerated, noth- 
ing boastful, nothing the 





salesman himself would be l 
ashamed to say. If necessary 
—good solid “reason-why.” 
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‘ You mean it takes SK 
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information and facts. 


No, Sir, we said that TELL ALL, advertising must pre 
sent interestingly all the information the reader must 
have before he can be expected to act. It takes real ad 
vertising skill to make informative copy vitally interest- 
ing. Without real craftsmanship, any copy can become 
ponderous, and dull. Read page 51 from the “TELI 
ALL.” book, reproduced here. Our whole point is that 
the story be wel/ told and with clarity! 

You need the best copywriting talent you can possibly 


vet, because: 


1 The expert copy man is your skilled “boiler-downer™ 
and “builder-upper.” Given the opportunity to study 
your real sales story, he can apply that highly-developed 
power of a good copywriter — the ability to put himself 
in the place of the readet to boil your story down 
to the essence of what the reader must know in order to 
tie your claims to his own problems to give your 
produc t's features a believable build-up in terms of the 


reader's pI ime interest. 


2 Lhe expert copywriter is skilled in developing the 
~ 
proper sequence of your sales story, leading to an action 


impelling conclusion, 


3 Ihe skillful advertising man determines when words 
are needed to describe the features of vou product; 
when zllustrations of the product in operation can tell 


the story more clearly and more convincingly. 


4 Most important of all, the competent advertising man 
supplies that intensified “‘salesmanship-in-print” that 
compensates for the absence of the personal magnetism 


ol a salesman. 


The job of telling all interestingly and effectively 
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PREPARATION 


rh of your advert 
edium, 










ACTUAL 







readers this 















how pr xl 
us. So 
rial pros a v- 
se wm : in impo tin 
sands of agente is told ¥ — 1 planning Pe 
sto =. u \ 
our sales - what you say- skill . AA printed mn 
rance only © ve even MOTE vita a men ul 
jon 4 shi 
and execut i personal salesman nt detend co 
. n 1 . . re 
selling wha ou aren x the yr to r] 
aA is read, ¥ ; hat might occ’ 
your ® ts of dissension tha nual yhat the Wr 
se 
= ae ry. Wis obviously 4 with clarity ey 
. reade < 
che reac be rold = with chin 


and of skill @ act 
» an 
pT hi 
Rae alc 
' Brke 
hen 
Mp 








in an advertisement obviously calls for a brand ot tale vi 
that can’t be bought with nickels and dimes. 


jcLisy 
For detailed suggestions concerning how you can §@, 
ox ‘ \¢ 
this kind of specialized service from advertising m@ice | 


agers and advertising agencies, see the booklets “Hoje, 
Hamstrung My Advertising Agency” and “Mr. Pragmt 
dent: Meet Your Advertising Manager” described MI y 
the opposite page. hould 
Rally | 

The easiest way to start using **"° 


“TELL ALL” is to START EASY ; 


(THE FOURTH of a series suggesting ways for 
you to start getting the benefits of using the TELL 
ALL principles) 





The more remotely these TELI. ALL principles per 





apply to your business, the more important it is to k 





firmly in mind that everyone has to learn how to use th 





One step at a time. One product at a time. One market 






fime. 
In many cases it would be downright foolhardy to 
changing over the whole advertising scheme of your ‘ 





pany all at once. There’s always the risk that, if you did 





the jackpot right off the bat, you would completely Uf 





your whole marketing and distributive setup which Pp 





ously had not leaned heavily upon the ability o! bus! 





paper aavertising to do a real effective job of p selli 


JUST START ON ONE PRODUCT and one! 
ket. Make a few calls in the field and find out wat ¥ 
problem ts there; what the product's real advanta es ar 








that particular group; what they think about yo kind 








I, write good 


ell All’ads? 





product; what they like or don’t like about yours and com 
peting products. Dig up the whole sales story. 


mine what the objectives of your advertising to that par- 


Then deter- 


titular market should be. And make them adequate. Don't 


A be cont nt with just keeping your name before that particu- 
10 group. Give each ad a specific and sufficient job to do. 
he Write advertising that tells those prospects exactly what 
a fey must know before any one of them can be expected 
rh 


6 act. Submit reasonable evidence that what you say is so 
». and we mean reasonable to the readers, not just to you. 


Then select the business papers that will give you ade- 





ate coverage of the important buying factors in that one 
Run 
Hen enough to accomplish the job you've assigned to that 
@ipaign 


d of tal ‘ ; . . . . 
UE vor RE TRYING TO GET THE DEALER 
@ display and push your product, find out all the things 


rket. Use as much space as your story requires. 


you can , . ° . ° 
vou can do to help him move your goods; to justify its 


fising mn Re if it 


; 


higher than most. In your advertising in his 
ets “Ho€pler paper, give him the same sort of help that he gets 
Mr. Praim the editorial pages. © 
scribed @UL your field work has indicated that your advertising 


hould hye 


tally usefu/ to the reader, and tell him why it’s useful. Only 


That's the only reason he reads it. 
iade to produce inquiries, offer something that’s 


ing hen can he be expected to send the coupon. 


SY El UP SOME METHOD OF CHECKING the 













- liveness of this new kind of advertising on that one ing the effectiveness of his advertising in business papers. 
y's ; 
xiuct selling to one market. If, after a reasonable trial, zs , ale 
casa esn't seem to be achieving th PS UOT SD THIRTY YEARS OLD: “Intensive Advertising” by John FE. Kennedy; 
sts o be achieving the specific objective you've “ier 
' a fascinating monograph that deals with the practical application 
r it ut in the field again and find out why. of TELL ALL principles 
s don't st ‘ve made » that it’s mavine ite ws a :, 
intil you've made sure that it’s paying its way. Over 8,000 copies have been requested since A.B.P. first offered 
{ I ther | you be able to prove to management that this aid to better advertising last summer. It’s free, and you'd 
| . . . . 
to \LL advertising principles are sound in your better ask for yours now while we still have some 
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creasing their usefulness to their subscribers and helping 


dverbisers get a bigger return on their investment 


business; that it will be profitable to let you apply them to 
other markets. One case like that, and you have the greatest 


budget-getter vou ever took into the front office. 
ae] » 


Let business paper salesmen help 
We know that a greater use of TELL ALL copy principles 
will make more business paper advertisers better satisfied 
customers; hence, not so hard to sell. The publishers, edi- 
tors, and salesmen of A.B.P. papers are anxious to work 
with you to get more of the selling into your advertising 
that must be in it if you're to get more sales out of it. Ask 


them for suggestions. 


You’ve never seen THESE two before! 
NEW: “How | Hamstrung My Advertising Agency” 


This is the confession of an advertising 
manager who, after two vears of inadvert- 
ently thwarting the very purpose for which 
he had hired the agency, found out how to 
get a real money's worth from their copy- 
writing skill. It tells how, through a sim- 
we \ ple, common-sense arrangement with his 


agency, he made his company’s advertising 


WD qhyeriiontt Why 


\\ ‘ : 
Yami more productive and his own department 


more important to his company. 
This booklet is free to anvone interested 
in getting a bigger return from his business 


paper advertising Investment 


NEW: “Mr. President: Meet Your Advertising Manager” 
Without a full appreciation of the kind of 
sales results to expect from the advertising 
manager, no business management can get 
the maximum return on its business paper 
advertising investment. This booklet is a 
brief talk — in the nature of a private con- 
sultation — on the sort of a man the ad- 
vertising manager is; what he is really 
worth; how to get the most out of him. It 
is written to and for Management. It con- 
tains thoroughly practical suggestions for 
putting vour advertising and sales promo- 


tion Operation on almost as exact a basis as your production 


department 


\vailable at no cost to anyone interested in improv- 
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erates Mall 9-Job Portable Power 
Unit.” 


Goop STRAIGHT Propuct Story— 
LeTourneau’s third-page, “You Get 
These Job-Proved Profit-Making Fea- 
tures on All LeTourneau Carryalls. 
They Assure You Faster, Smoother 
Job Operation.” And here they are, 
down the column—1, 2, 3, 4—bang, 


bang, bang, bang! 


Great “Bonus” Orrer—Goodrich 


Tires’ “Announcing 25° MORE 
MILEAGE IN THIS NEW GOOD- 
RICH TRUCK TIRE .. . at No 


Extra Cost.” Illustration captioned, 
“Here’s Proof of Free Miles” with 
sketches to show the extra tread on 


this new tire. 


Wett DocumMentep Case Srupy 
—Torrington Company's picture page 
testimonial, ““IRON LUNG’ AS 
SURED QUIET, NEVER-FAILING 
PERFORMANCE BY TORRING- 
TON NEEDLE BEARINGS.” Four 
pictures and four blocks of copy tell 
the tale. Why don’t more bearing 


manufacturers use case studies? 


Two Harp-Hirting “How To” 
Avs—B. F. Sturtevant’s smashing 
spread, “HOW TO GET DOLLARS 
FROM DUST,” the story of how 
Sturtevant Dust Control makes pos- 
sible remarkable health and industrial 
improvements. Union Drawn Steel’s 
“HOW TO OBTAIN AND MAIN 
TAIN INCREASED PRODUC 
TION, LONGER TOOL LIFE, IM- 
PROVED FINISH AND LOWER 
PARTS COSTS!” This 


sturdily supported by two excellent 


headline 
case studies—“A change in steel 
showed 300°; increase in tool life . 

with automatic running at 2160 
R.P.M. (20°, above rated speed)”— 
‘When run at same speed and feed 
is S.A.E. X-1112, this Union Drawn 
Open-Hearth Steel produced fine fin- 
ish and lengthened tool life, 25°.” 
Brother, what a good friend that 


How to” technique can be. 


Just Dakn Goov Copy—National 
Battery Company's well-written sales 
story, “An Insurance Man Taught Us 
How to Sell 


story carrying the name of Dealer R. 


Batteries.” A signed 


H. McLean, City Tire and Battery 
Co., Dallas, Texas. Also Mr. Mce- 
Lean’s photograph next to headline. 
One vote here for authenticity. Copy 
starts out as a short story about the 
little girl that tripped over McLean’s 


air hose one day and skinned her knee. 
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That led McLean to look into public 
liability insurance and invite in a Mr. 
Pemberton who had been calling on 
him. Then it goes on to tell how 
Insurance Man Pemberton tipped off 
Battery Dealer McLean into starting 
a Customer’s Record System. This 
leads into some sane dope on how to 
sell more batteries—and, logically, 
into National’s product. Now, this 
tale may be Mister McLean’s, but we'd 
like to toss our copy medal—with 
bars—to the ad man behind him who 
inspired all this: None other than 
Alan M. Shearer, Batten, Barton, 
Durstine & Osborn, Minneapolis. 


This page should rate a lot of reading. 


Happy Headlines 


Open Steel Institute’s, 
“These Floors Double as Windows”— 


k looring 


Armco’s, “How not to Get Caught 
with Your Bridges Down!”—Chesa- 
peake & Ohbio’s, “Portrait of a Power 
Plant About to Pay for Itself.”"— 
Lone Star Cement’s, ““Coney’s Board- 
walk Takes a Ride.” —American Can’s, 
“The sardine can that gave father 
fits.”.—Corning Glass’, “Three strikes, 
and your lights aren’t out!”—Arm- 
strong Cork’s “How I Became the 
Beau Brummel of the Grocery Store 
Shelf!"—Bendix Home Appliances’, 
“Isn’t this a strange way to announce 
new models?”—Lovell Manufactur- 
ing’s, “Rubber’s Rubber, Isn’t It? 
Why use four kinds?” 





That “Extra Something” 


Like the seasoning in the salad that 
only the French chef can handle so 
perfectly, so advertising can also get 
a lift by an “extra something”—an 








original touch of one kind or another, 
that lifts it out of the run-of-the- 
book stuff. This “extra something” 
may be humor, or art, or a copy fillip, 
or layout, or what have you. Here it 
is in a G-E Mazda Lamp page on fluor- 
escent lighting, in the form of a car- 
toon—workman with several weeks’ 
growth of beard at a machine under 
a fluorescent lamp. Caption, “We've 
been trying to get him to go home 
for several weeks, but he won’t be 
lieve it’s night since we put in the 
new G-E Fluorescent Lighting!” Who 
says you have to stand on your dig 
nity? 


In the case of Ajax Flexible Cou 
pling Company, it’s an idea, dra- 
matically expressed in an illustration. 
The idea—‘All the Horsepower goes 
through the Coupling.” The picture, 
“A faked photo montage of horses 
fading through an Ajax coupling.” 


In the instance of Ethyl Gasolin 
it’s an interesting and legitimate an- 
alogy of aircraft and beetles in a page 
headed, “Armored Aircraft.” With 
Keuffel and Esser it’s a headline and 
an illustration and an idea—‘This 
New Tracing Cloth Is Ghost-Proof!” 
With Hubbard and Company it’s that 
sales-making slogan, “Hang the Load 
on Hubbard Hardware,” an advertise- 
ment all in itself. 


Westinghouse (Precipitron) does it 
with a trick illustration, a panel of 
four photos, fairly dark in tone, with 
a light stream cutting diagonally 
across them, and lettered in white, 
“Air Clean as a Whistle.” American 
Cyanamid makes a column of copy 
more inviting by spotting small out 
line photos of men in conversation 


through its length. 


Mackintosh-Hemphill has it in an 
unusual and modern layout technique 
Fresh use of color and illustration— 
different type treatment. Alan Wood 
Steel gets it with a sharp “closeup” 
of a man’s hands, a brush and dust 
pan, all engaged in the business of 


sweeping a steel floor. 


Many ads are good without th 
“extra something.” Any good ad 


better with them. 


What Is a Good “Defense” Ad? 


We've said quite a bit about ad 


vertisements using the ‘Defense 
theme during the last several months 
Because the subject is so important— 


and because there’s so much of thi 
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type of copy, good and bad—it should 
be useful if we continue to study it. 


We aren’t going to take your time 
this month on the ads that kick “De- 
around. You know, pages 
with eagles, shields, Uncle Sam, por- 
tions of the flag and that kind of 
ballyhoo. You nou 
with that stuff. 


comment on ads that offer ideas and 


fense”’ 


what’s wrong 
We are going to 


help in connection with “Defense” 
and the 


celeration it has created. 


tremendous industrial ac- 


So you realize better where we 
stand on this thing, let us go back a 
few issues and dig out what we con- 
sider a great Defense advertisement 


-H. K. 


Move In.. 


Ferguson Co.’s “You Can 
. in Sixty Working Days.” 
That fine headline (it’s a beauty!) 
nd ten lines of copy tell the whole 
tory. It’s a model Defense ad _ be- 
use it’s short and sweet and so 


ecific. 


Now, you may not be able to tell 
uur story in so few words as that. 
it you can still be crisp and, par- 
Standard Oil of 


liana is a fine example with ‘Na- 
i 


ularly, specific. 


mal Defense jobs that can be done 
ther, faster at low cost with Stand- 
rd Oil Asphalt.” 
“Airport Runways,” “Cantonment 


Copy covers these 


treets,”” “Highway Widening,” “‘Sec- 
dary Roads.” Five times as much 
opy as the Ferguson page, but well 
roken up and all pointed and useful. 


General Electric deserves credit for 
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its helpfulness in this as, “Do You 
Need Power Cable Now? Here Are 
372 Items You Can Get Right Off 
the Shelf.” 
line tells the reader exactly what is 
in the body of the ad. 
a mention of “Defense’—but then 


Notice how that head- 
There’s not 


who ever said a good “Defense” ad 
had to mention “Defense”? 


Headlines like Ohio Crankshaft 
Co.’s “52” Track Pins Surface Hard- 
ened at 1'4” Per Second” certainly 
waste no one’s time—and how precious 
time is these days. Hercules Powder’s 
fine, ‘How to get 48 hours a day out 
of your finishing room,” is geared in 
the same practical way. Likewise 
Atlas Lumnite Cement Co.’s “Steel 
Stacks Lined Quickly at Low 
Cost!” And Penn Metal Corpora- 
tion’s “How to Save Floor Space and 
Reduce Material Losses.” 


Carrying on just a step further, and 
certainly worthy of personal praise 
this month is Charles Bruning Co.'s 
half page, “ ‘Like Adding Five Extra 
Draftsmen to Our Staff!’” How 
much sense this makes not only in the 
matter of speed and costs—but be- 
cause right now there is a shortage 
of certain important types of trained 
help. Copy says that surveys have 
repeatedly shown’ Bruning-Wallace 
Drafters cut drafting time twenty- 
five to forty per cent. There you 
are! Argue that away. Nice going 
Walter Baers, copy chief, The 
Buchen Co., Chicago agency! 


Here’s a spread of Foxboro’s which 
should win a reading: “Boosted Out- 
put without Plant Expansion 
through 
How many people are worried about 


Foxboro Instrumentation.” 
plant expansion today that may cost 
them money tomorrow. How can 


you miss getting a_ reading when 


you’re that timely? 

On this matter of being helpful 
in your copy. So many people need 
That’s why Johns-Man- 
ville wins friends (and influences peo- 
ple) when it publishes ads like this, 
“Underground Leakage. 


help today. 


and how 
it can be minimized with this simple, 
Ditto for Mac- 
whyte Company’s page, “Regular In- 


‘packaged’ joint.” 


spection Saves Wire Rope Dollars.” 
That’s just like telling people to brush 
their teeth. 
usefulness even to the point of listing 


Page is crammed with 


and illustrating six common causes 
for wire rope failure. 


Celluloid Corporation helps itself by 






helping others in copy reading: “Re- 
leasing Needed Metals for Vital De- 
fense.” Yes, plastics have already 
started to “move in” as a construc- 
tion material for many new parts and 
purposes. This happens to be a classic 
example of why it pays to be adver- 
Make a check-up 
about five years from today and sur- 


tising right now. 


prise yourself on how many familiar 
(both 
sumer) will be made of new mate- 


articles industrial and con- 
rials. 

Our money for the “Defense Ad- 
of-the-Month” goes right straight to 
Joseph T. Ryerson & Son. 
a Defense ad that belongs in the same 


Here is 


class with that Ferguson page. All- 
type page, un-fancy layout, simple, 


Defense Ad-of-the-Month 





How to get Steel 
More Quickh 


A practical suggestion that may help you 


. a a ee 


ow ply. We are glad to 












personal etteation but 





with todays emergency dem 
orks may become depleted while th 


being handled 


an open onder, for Ryerson 
a rebable, ane -parice house 
A, you will hawe the 


You will save valuable time. end mare imparten 


» need it. Joseph T. Ryerson & Son. Ine 





te at) Chicago, Milwaukee, St. Louie, Cimeinnati, 


Detroit, Cleveland, Beffalo, Boston, Philadelphia, Jersey City 











Head- 
line, “How to get Steel More Quick- 
ly.” Subhead, “A Practical suggestion 
that may help you.” Mamma! And 
how it helps!’ Three short paragraphs 


but awfully easy on the eyes. 


of copy cover such vital points as 
—‘‘open orders,” ‘Dependable source 
of supply,” “Stocks remarkably com- 
prompt deliveries,” “‘save 
time,” etc. Hearty congratulations, 
Keith J. Evans, a.m., for the 
copy lesson. 


plete,” 


However, now that we have pinned 
the posey on Ryerson, we should like 
to reiterate our suggestion that ads 
like this one which suggest action 
should make it easy for the reader 
to take action. Why, Ryerson, with 
so few branch offices, don’t you com- 
plete their listing by giving the street 


address, and phone 


especially the 
number to encourage the quick action 
you ask for? 

(Continued on page 84) 
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be as simple os — uppers 
on clothing and 
whotever it &, # # does o job 
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. The Johnson Pressure Equalie 
ing Pump is exactly thot kind of o 
basicall idea it outmodes 
eo com: y every known method 
of pumping water to a boiler that 
Johneon dares to claim that the 

Pressure Equeliaing” High Tem 

perature Return System will 

1. Cut pumping cost as much as 
i h 


2. Cut fuel cost 10% to 15". 
3. Cet pump maintenance cost to 














the bone. 
These savings are accomplished 
by the simple shortcut of admit 
ting boiler pressure to the purny 
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[CONTINUED FROM Pace 83] 


“Tell All” Department 


As the months roll by we have 


more and more proof that ABP’s work 
on and for “Tell All” has done a great 
deal to improve industrial copy per- 
formance. You would think that if 
nothing else, advertisers would nor- 
mally be sure to tell what their 
products are and what they do, but 
before the “Tell All” educational pro- 
gram began there were a surprisingly 
large number of people who didn’t 
even do that. There are still too many 
that don’t today, but at least they’re 
beginning to learn. 

Properly handled, “Tell All” can 
constructive copy. A 
Electric 


Com pany’s series, one ad of which has 


be mighty 
classic example is Bodine 
already been praised by us. We men- 
tion this advertiser again, however, 
because its program is in the form 
of numbered “chapters” and a recent 
look at Number Six of the series is 
an impressive reminder of the effec- 
tiveness of this campaign. This page 
is headed, “When and How to Apply 
the Governor-Controlled Motor.” We 
have more than a hunch that people, 
quite a few people, clip and save this 


kind of advertising for reference. 
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Another consistent “Tell-All” per- 
former is Combustion Engineering. 
The series we're most familiar with 
is the one in the power papers— 
usually built around case studies. 
These are always well written and 
inviting headlines. 
This month we clipped, “Saves Money 
by Buying . . . But Never Using . 
100 hp. of Extra Steam Capacity.” 
This is the story of “How the ‘seem- 


with intriguing, 


ing’ extravagance of buying excess 
boiler capacity provided unexpected 
economies for an expanding hosiery 
mill.” More power to you, Com- 
bustion. 


Recently we razzed International 
Harvester for an ad that said nothing. 
Now, and to show we try to be 
square-shooters, we want to praise it 
for a most informative piece of copy, 
a color spread announcing “5 New 
International Industrial Wheel Trac- 
tors.” We particularly like a panel 
blocked off headed, “ ‘I’ 


Tractor Facts at a Glance.” 


of copy 


Again we remind you—you do not 
need large space to do a good job of 
“Tell All.” Witness United Chromi- 
um’s third page, “After 1,000 Hours! 
Rack-Insulating Coating Is __ Still 
Good.” This is a case study, complete 
with testimonial from the user. In 
addition it lists seven unique advan- 
“Unichrome Rack Coating- 
W” and offers a booklet with more 
detailed information. This most cer- 
tainly is a winner, and Harold 
W. Dearing, Rickard & Co., Inc., 
New York City agency, deserves 
a hand for packing so much 
worth while material in so rela- 
tively small an ad. 


Other good “Tell All” 
—Sullivan Machinery’s, “Six Ways 


tages of 


this month 


to Cut Drilling Costs”—Eimco Cor- 
poration’s, ““Eimco Stands for Money- 
Saving Quality and Performance” 
(the mention is for the body material 
—the headline could be much, much 
more specific and meaningful). And 
we mustn’t overlook Buell Engineer- 
ing’s fine spread, “Buell Low-Draft- 
Loss Flue Dust 


Power Plants Great Advantages.”’ Lots 


Collector offers 


of copy here, but none wasted—and 
easy on the reader because it’s so ef- 
fectively broken up with sub-heads 
Incidentally, I-T-E 
Circuit Breaker Co.’s page on the 
“LX Circuit Breaker” is also a re- 
minder of this fact with latest “LX 
Refinements” 


and illustrations. 


shown in little outline 


color sketches with accompanying 
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copy, all paneled off nicely in rules. 


Our choice for “Tell All Ad-of- 
the-Month” is The Johnson Corpora- 


tion’s two-thirds page, “There’s a 
revolution going on in Boiler Feed- 
ing.” It gives a very complete story 
on the Johnson “Pressure Equalizing” 
Pump—or as the copy says it, “It 
outmodes so completely every known 
method of pumping water to a boiler 
that Johnson dares to claim that the 
‘Pressure Equalizing’ High Tempera- 
ture Return System will—(1) Cut 
pumping cost as much as 60°. (2) 
Cut fuel cost 10% to 15%. (3) 
Cut pump maintenance cost to the 
bone.” Ad lists “Typical Users,’ 
shows an installation view, and tells 
“How It Works.” A sincere ac- 
knowledgment to Bert R. Behles, 
copywriter, Kreicker & Meloan, 
Inc., Chicago agency, for one of 
the best pieces of “Tell All” it 
has been our pleasure to read. 


Boos-of-the-Month— Maybe the 
weight of this harsh “bird” is best 
borne when shared by several adver- 
tisers. This month, therefore, we 
spread it amongst Hygrade Sylvania 
for a radio tube page headed, “They 
Look Alike But (with an illus- 
tration of two glasses of milk)— 
United Transformer Corporation for 
“The Word Is Getting Around 
—and Herman Nelson Corporation 
for “The Trend Is Toward Herman 
Nelson.” 


Boost-of-the-Month—to Edward: 
and Company for a page (and we un- 
derstand one of a series of ads) “This 
Is What Edwards Is Doing for Its 
Distributors.” It tells these distribu 

(Continued on page 104) 


Any arguments? 








THIS IS WHAT EDWARDS IS | 
DOING FOR ITS DISTRIBUTORS | 


martes the third year of tense promonon by this Company to get adequate myn 

ing inte residences instead of “just « bell and push button”. We know the residence 

buyer wants | and the contractor knows that # should go m but st has been necessary 
educate the architect’ Therefore thus promoten «= aumed 


To induce the architect to write detailed specifications 
so the contractor can conscientiously figure « ob by * 
complete lating in Sweet's and large spece units © 
erchtecturel pubbcahons 
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> 

Pas 





profitable instead of the more competitive tems 


To tell Mrs. Homeowner to insist thet her architect 
include detailed specificathons by nehone! edverheng 
wtwch consumer publications os House Beautiful Mouse 
and Garden, Better Homes and Gardens. Etc 


To suggest that home owners, builders end architects 
plan the home for greceful living through Real Extete 
sections of the newspapers throughout the Country 


To remind Edwards’ distributors, contractors, architec 

. and engineers thet there ere more then forty +e 

, informed sales engineers working oll dey, every #7 

ws } from the twenty-six Edwards’ offices with adequate 
stocks at powmnts throughout the Country 
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“|... when we recently decided to increase our promotional efforts on special 
wire shapes and forms,” writes C. D. Davenport, advertising manager of the 
Union Steel Products Company, “the Market Data Book was referred to by 
both our agency and ourselves, in determining the best markets and the best 
media for reaching those markets. It may be just a coincidence, but the publi- 


‘ations selected were all advertisers in the Market Data Book.” 


How to Locate Information on a Dozen 
Different Products Quickly and Easily! 


The Union Steel Products Company of Albion, Mich., manufactures bakery equipment (including ovens, 
air conditioning, and light handling equipment), poultry equipment, building specialties, point of sale 
displays, dairy equipment, hardware and sporting goods, oven and refrigerator shelving, and special wire 
forms and shapes. That’s quite a line-up. It takes in a lot of territory. To cover adequately all the markets 
represented by these products means an investigation into a dozen or more specific fields, each served by 


several publications. 


The MARKET DATA BOOK provides all the necessary answers quickly and authoritatively. When Adman- 
ager Davenport wants facts and figures to sell more bakery equipment for Union Steel Products Company 
he turns to page 61. Under BAKING he obtains in summary form such essential information as the number 
of establishments manufacturing bread and other bakery products, distribution of bakeries by states, bakery 
output in dollars, number of wage earners, equipment purchases and market trends. He also finds in this 
section a list of 14 publications with circulations, space rates, mechanical requirements and other data. Thus 
the Market Data Book gives him a bird’s-eye view of sales potentials against which to plot budgets and avail- 
able media for sales promotion. Likewise, he can turn to other sections in the MARKET DATA BOOK in 
order to analyze possibilities for the sale of building specialties, hardware and all the other products manu- 
factured by his company. He can locate market and media information in any of the hundred different 
industrial and trade divisions into which the MARKET DATA BOOK is broken for detailed and specific 
study. 


Is it any wonder that Mr. Davenport refers to the MARKET DATA BOOK as his “first assistant” when 


working on advertising budgets? 


Vhere Business Paper Space Is Bought 


E Market Data Book 


St. 100 E. Ohio St. Walton Bldg. Garfield Bldg. Russ Bldg. 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





War's Effect on 

Latin America 

@ INDUSTRIAL LATIN AMER. 
ICA is undergoing profound changes 
is a result of military and economic 


necessity. These are evident in plans 


tor diversifying the products of the 


Of 1940’s Millions Spent 
Improvements 
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agricultural industries and for increas- 
ing self-sufficiency in both heavy man- 
ufacture and the production of con- 


Many 


might be cited, but two are especially 


sumption goods. instances 


indicative. 
On the agricultural side the most 


significant development is the effort 


ei I 
ca 

Pi 
2s 


to restore to Latin America its former 
supremacy as a producer of rubber. 
The United States government and 
private interests are coéperating with 
Latin Americans in a long range pro- 
gram which may have a most salutary 
effect upon the prosperity of several 
of the southern republics even years 
before the plantations are in yield. 
In normal times the United States im- 
ports approximately one billion pounds 
of rubber annually, more than half of 
the world supply. South American 
production is now equivalent to less 
than three per cent of our peace time 
imports, indicating the magnitude of 
the development potential. 


The most notable example of activ- 
ity in the field of heavy manufacture 
is the $36,000,000 steel mill to be 
built in Brazil, in which native ore 
and coal will be used in combination 
with alloys imported from the U.S.A. 
United States capital and technology 
will be a factor in both construction 
and operation. 


The requirements of the natural re- 
source industries under war demand, 
added to those of scores of the new 
establishments created by expanding 
industrialism, are already reflected in 
greater activity in building and road 
construction, extension of railway and 
port facilities, increased use of power 
for machinery and vehicies, more em- 
ployment of labor. The effect has 
been to stimulate every branch of the 
production and_ service industries. 
Technical 


being solved with U. S. coéperation 


problems of finance are 





“Ceramic Industry’ REACHED 937, 


Plant expansions reported in “Ceramic Industry” during 1940 in- 
cluded 41 kilns, 15 enameling furnaces, 15 new warehouses (aver- 
age cost $118,400), 65 other major plant additions ranging in value 
from $20,000 to $1,700,000 each, and a host of smaller installations. 


as a detail of our “Hemisphere Pol- 
icy.”"—J. Seward McCain, Ingenieria 


Internacional. 


This involved the purchase of equipment such as: 


Control Devices 
Power Transmission 


Insulation (High Temp.) 
Batching Equipment 


Process Industries Prepare 
For Post-War Headache 

@ FAR-SEEING executives, particu- 
larly in the sales and research depart- 


ments of the chemical process indus- 
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Conveyors Valves 
Alloys Magnetic Separators 
Chemicals Industrial Trucks 
Refractories Fans 
Dryers Fuel Burners 


A check of the complete list of firms making these expansions re- 
veals that 93% of them subscribe to “Ceramic Industry.” Accord- 
ing to survey, every copy is used by an average of 4.5 persons per 
plant, so “Ceramic Industry” really penetrates. This is proof that 
your product story in “Ceramic Industry” will reach the man who 
is buying new materials and new equipment. Would you like a copy” 


@ High subscription rate—$4.00 yearls 
7 Hig renewa percentage y 6 


CERAMIC INDUSTRY 


Put ¢ I st Publicat s, Ime ils blishers of Building S \ 
New t le Brick & Clay Re | | Ceramic Data Rook 


tries, are giving a lot of thought these 
days to the problems their companies 
will face after the present emergency 
They visualize an entirely 
situation than 


1s passed. 
different competitive 
exists today—at least for many basic 
chemicals of commerce. 

The defense program will have 
made available greatly expanded plant 
capacity as well as abundant supplies 





of such materials as ammonia and 
toluol, sulphuric and nitric acids. Be 
cause of large write-off of capital and 


improvements in technology through k 


INDUSTRIAL MARKETING, April, 194! 








mass production, costs are certain to 
be lower than have ever been known 
vefore. 

This undoubtedly will permit the 
use of these materials by industries 
that were hitherto out of reach for 
reasons of price alone. But it will also 
mean that the chemical industries 
will have to look to new products and 
processes for their more profitable 
operations. Hence there is a great 
urge now for research that will create 
entirely new types of activity, perhaps 
laying the basis for a whole series of 
related developments pointing to new 
industries. 

The trend in vitamin synthesis and 
application is indicative of one direc- 
tion in which this research is moving. 
Recent results in chemical therapy 
would seem to portend further exten- 
sion of chemical industries into the 
fields of medicine. Defense has given 
plastics their great chance to capture 
new markets in displacing critical 
metals and alloys, rubber, and wood. 
But the wiser chemical manufacturers 
realize that they cannot hope to hold 
this business after the emergency un- 
less their present products are im- 
proved in quality and lower in price. 
This is another reason for over-time 
work in research laboratories. 

Sales staffs in a number of chem- 
ical companies are back in the plants 
ind laboratories working on market 
studies, planning for new outlets, 
coolly calculating the costs for fight- 
ing the handelskriege that they expect 
to follow the blitzkriege. Production 
men and engineers who can be spared, 
even for a few hours, from their de- 
fense jobs, are busy with flow sheets 
ind blueprints of methods and equip- 
ment for obtaining lower costs 
through radically new technology. 

Judging from these activities in the 

hemical process industries, the best 
medies yet discovered for the great 
ost-war headache are: the maximum 

research effort, backed by greater 
gineering efhciency in production 
nd coupled with sound, aggressive 
romotion for new products and new 
iarkets.—S. D. Kirkpatrick, Editor, 
hemical % Metallurgical Engineering. 





Jabcock & Wilcox Splits Account 
The Babcock & Wilcox Company has 
ppointed Michel-Cather, Inc., New York, 
handle the advertising of its Refrac- 
ries Division. O. S. Tyson and Com- 
iny, Inc., will continue to handle the 


Government Warns Against 
Illegal Use of American Flag 


One result of the national defense drive 
has been a prevalent use of the American 
flag in advertising and in an effort to 
eliminate misuse of the national emblem, 
the Department of Commerce has released 
a handbook on “The Flag of the United 
States—Its Use in Commerce.” The de- 
partment, in issuing this booklet, recog- 
nizes that most of the recent violations of 
the law concerning use of the flag for 
commercial purposes were committed un- 
knowingly, and it therefore feels that the 
instructions in the booklet are of especial 
interest at this time. 

There is no federal legislation on this 
subject, but each state, Alaska, Puerto 
Rico, the Philippines, and Samoa have 


W wat 


a Few 


prohibited its use for advertising purposes 
and impose various penalties for violations 
of these laws. 

All existing laws on the subject, and 
the revised flag code adopted by the Na 
tional Flag Conference, are given in the 
handbook, copies of which may be ob- 
tained for a dime each by writing the Su- 
perintendent of Documents, Government 
Printing Office, Washington, and refer: 
ring to Trade Promotion Series No. 218 


G-E Advances MacGuffie 


General Electric Company has appoint 
ed C. I. MacGuffe sales manager of the 
electric welding section, to succeed L. D 
Meeker, now associated with the Smith- 
Meeker Engineering Company, New York 
Mr. MacGuffie has been with G-E since 
1923 


Do You See Besides 
Brick Buildings? 


ea 





Let your imagination range. You see. . 


. not a handful of build- 


ings in a single defense project . . . but thousands of them, spread 


the length and breadth of the United States... 


you see the vast 


structure of the whole defense program—wheels turning in dramatic 


tempo... 


in the clay products field, you see refractory and fire 


brick production pushed up by increased steel demand ... and you 





see defense building requiring more and more brick and tile (the 
average project takes 114 million brick and 3,000 tons of tile) be- 
cause it fulfills government demands for a material with perma- 
nency, low maintenance cost, bomb-proof characteristics, and quick 
availability. 


And back of that picture is still another. The clay manufacturer 
expanding his plant—adding new machinery—replacing the old— 
buying your equipment because he can no longer afford not to. In 
Macon, Georgia, a plant manager informs us that in the past year 
he has spent $40,000 to replace broken-down equipment. “And,” 
he adds, “I’ve only begun buying equipment.” An Eastern plant re- 
cently reported replacing brick machinery bought new in 1926 in 
order to achieve the precision ware required by today’s builders. 


Here is one of those rare opportunities for the manufacturer to ride 
the crest of a wave. That many of them recognize this is shown by 
the fact that the March issue of Brick & Clay Record carries more 
advertisers than any issue in ten years. Would you like a copy? 


High subscription rate—$5.00 yearly @ 
High renewal percentage—84.65 % 
BRICK & CLAY RECORD 


ivertising of the other divisions of the Chicago 

mpany > Je s is vertis , 
i HP y C. M. Neighbor is adverti ing Published by Industrial Publications, Inc., also publishers of Building 
‘nager Supply News, Practical Builder, Ceramic Industry, and Ceramic Data Book. 
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G1 y on Babu con Cascabels en Darn 


ve tet Atrica del Ser) 


Here is a cover page from the South African edition of “Allis Chalmers Exporter” and a 





spread of pages from a Latin American edition showing how the publications are tied into 
the locale of the reader and the events that are of interest to him. Color is used liberally. 
The house organ serves to give product data and build friendly relations as well 
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In Latin America 


Spanish or Portuguese mats in U.S.A. 
for the dealer; a happy medium is to 
furnish the dealer with suggestions 
and replicas of your domestic ads for 
his translation and insertion; and a 
third alternative is to leave all the 
local advertising to your dealer but 
tactfully insist on clippings thereof 
for your perusal and file. The advan- 
tages of the last procedure are: the 
dealer may time his ads better; he gets 
the best rates and positions; and he 
uses the vernacular in his copy. 
A weak point in the latter case is, 
however, the opening for exaggera- 
tions and misstatements under your 
trade name. 

We consider all of the above neces- 
sary as a sensible foundation for our 
advertising or sales promotion in the 
republics. To approach our friends 
even more intelligently, we hew to the 
following and let the quips fall where 
they may: 


CaTALocs: We strive to make them 
colorful and attractive but not too 
large or bulky. The four, eight, and 
twelve-page catalogs appear to be best; 
now and then we release a larger cat- 
alog when the particular piece of ma- 
chinery warrants it. A small, pocket- 
size, general-line catalog of several 
pages, showing brief details and speci- 
fications, will prove very useful in 
the territory once a year or, say, every 
eighteen months. The art work must 
show Latin locale as much as possible 
and deserves careful study. Large, 
colorful posters, say 24 inches by 36 
inches, are a good medium for supple- 
menting catalogs from time to time 
if you can get an artist who has that 
“simpatico” touch. There are no ob- 
jections to good United States photo- 
graphs but remember a Latin photo- 
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graph is a compliment. A space for 
the dealer’s stamp or imprint should 
be provided. ‘ 
should appear on all Spanish literature 
except for Brazil, when it is “Impresso 


em E.U.A.” 


ADVERTISEMENTS: Space advertis- 
ing in good Latin-language periodicals 
can be either the wine or dregs of all 
your efforts. It constitutes a brief, 
boiled-down appeal to your Latin pros- 
pects. Whatever you’ve learned or 
not learned before will doubtless go 
into it. Once it passes beyond the 
three-mile limit and filters southward, 
it will fall or stand on its merits. It 
will, therefore, at least in the machin- 
ery field, nearly always be the product 
of more than one individual. 


“Impreso en E.U.A. 


To begin with, remember your 
Spanish copy will require about twenty 
per cent more space than your Eng- 
lish copy; crowded copy means smaller 
type and small type means less read- 
ing. Check and re-check your cap- 
tions and copy since by your language 
they will know you. Avoid personal 
pronouns in the captions such as 
“USTED.” Ads showing several dif- 
ferent applications of the same ma- 
chine will pull well provided the small 
photographs have an orderly arrange- 
ment that is not crowded by the body 
copy. Coupons may serve well with 
small merchandise; however, large, 
heavy industrial, or automotive prod- 
ucts requiring installation or service 
are generally not suited to the clip- 
coupon system. Sometimes it is ad- 
visable to interrupt your regular ad- 
vertisements with a purely diplomatic 
institutional ad; this invites new at- 
tention and confronts your readers 
with the aims and dignity of your 
concern. And once again—CHECK 
YOUR LANGUAGE. 

EDUCATIONAL ADVERTISING: There 
is no field in the Latin republics that 






is neglected more than this one. Ex- 
port advertisers, like many domestic 
advertisers, are usually thinking too 
tangibly to give much value to this 
kind of an effort. Also, their adver- 
tising tempo is often too fast for ex 
port advertising. It never occurs to 
them that the average Latin Ameri- 
can has very little instructive litera- 
ture in his own language, especially 
about your particular product. More- 
over, they seldom realize that educa 
tional advertising, when properly pre- 
sented, is the “deep-rooted” kind that 
they are continually striving for. If 
you do attempt this kind of advertis- 
ing by booklet or folder, don’t talk 
about your company; merely identify 
it with your literature in a modest 
way. Give them something they can 
use, either with your machinery or 
in their particular field, and they'll 
remember you. Give them something 
they will consult, something that will 
help them, something they will KEEP, 
and you’ve done your best job of sales 
promotion for Latin America. 

As stated in the very beginning, 
your writer makes no assumption 
whatsoever of knowing all the an- 
swers; there are too many ramifica- 
tions and current changes to make this 
a probability. However, the forego- 
ing thoughts are at least mature on 
this subject and may help to make 
your Latin American advertising click 
or “‘castanet”’ as it should. 


AMA Marketing Conference 
In New York, April 22-23 


The Industrial and Consumer Market 
ing Divisions of the American Manage 
ment Association will sponsor a confer 
ence to be held at the Hotel Roosevelt, 
New York, April 22-23. The conference 
will consider such themes as: respons! 
bilities to the customer in a defense econ 
omy: problems in selection and training 
of sales personnel; media for reaching 
customers; developing effective sales tools 
E. O. Shreve, vice-president, General Elec 
tric Company, and H. R. Chapman, vice 
president, New England Confectionery 
Company, are in charge of program ar 
rangement 


Chicago Designers to Exhibit 


Recent work of members of the Chicag: 
Society of Industrial Designers will be 
displayed in an exhibition at Art Center 
820 N. Michigan Ave., April 3-19. The 
display will include products ranging 1 
size from plastic shavers to refrigerators 


Foundry to Bayless-Kerr 


The National Bronze & Aluminun 
Foundry Company, Cleveland, maker © 
aluminum castings, Ten-Lox stair treads 
and floor tile, has appointed the Bayless 
Kerr Company, Cleveland, to handle its 
advertising. 


; 
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Sales Research 
sales expense figure except as between 
customers of equal importance. 

If by a detailed technique as covered 
by the charts shown herewith a study 
of this condition is made, a break-even 
point can be found corresponding to 
customers whose annual volume of 
purchases cause a sales expense figure 
for them just equal to the “average” 
sales expense figure. Customers buy- 
ing less than this amount per year are 
handled at a loss and customers buy- 
ing more than this break-even figure 
are actually costing less to sell than 
the “average” sales expense. The prof- 
its on the one cancel the losses on the 
others. 

In the case illustrated by these 
charts the break-even point on sales ex- 
pense corresponded to customers buy- 
ing not less than $700 worth of goods 


a year. 


Purchasing Power vs. 
Financial Rating 

If a chart is made on rectangular 
codrdinate paper, plotting Annual 
Volume Purchased per Year as abscissae 
and Dun’s Rating as ordinates, and a 
dot is made at the intersection of these 
factors at values appropriate to each 
account, you will have a scatter dia- 
gram. It will be at once apparent that 
the customers who buy the most have 
also the best ratings. Now if this is 
combined with the data on the break- 
even point you automatically deter- 
mine a financial rating which on the 
repre- 





iverage—a statistical average 
sents the minimum size concern you 
can afford to sell direct and not incur 
more than “average” sales expenses 
with. 

In my experience this rating is in 
the neighborhood of $35,000 to $50,- 
00 pecuniary strength and we have 
tabbed our Addressograph plates as 
referred or non-preferred taking a 
0,000 rating as the dividing line. 


Summary 


All of our sales promotion is direct- 
1 at securing the maximum volume 
ssible from the minimum number of 
‘counts possible. The advantages to 
roduction, engineering, finance, and 
iles is obvious. 

And so I say to you that the basis 
or a sound sales research program, 
‘or market surveys, for product devel- 
pment, for adaptation to economic 
eeds of your business should rest 
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first of all on the firm foundation of 
a thorough knowledge of your business 
as it now is. When you really under- 
stand that then the possibilities for 
field investigations will be greater than 
you could have imagined and they will 
be soundly conceived. That is the best 
guarantee that your efforts will pro- 
duce the results which management 
wants. 


Raiser with Tyson 


Victor N. Raiser, Eastern sales repre- 
sentative Hardware Retailer for the past 
five years, has resigned to become associ- 
ated with O. S. Tyson and Company, Inc., 
New York. 


Norton Appoints Chirurg 

The Refractory Division of the Norton 
Company, Worcester, Mass., has appoint 
ed James Thomas Chirurg Company, Bos 
ton, as council to their advertising depart- 
ment. 


Protexall Appoints 


Protexall, Inc., Galesburg, Ill., manu- 
facturer of industrial uniforms, has ap 
pointed Kenneth B. Butler & Associates, 
Mendota, Ill., to handle its advertising and 
sales promotion. 


Ackerman Heads Dodge Advertising 


J. R. Ackerman, formerly assistant di- 
rector of truck merchandising, has been 
appointed director of merchandising and 
advertising, Dodge Division, Chrysler 
Corporation, Detroit. 


$10,200 IN BUSINESS ORDERS 


— from a $45 Advertisement 


The Duophoto Corporation of New York ran a 34-inch adver- 


tisement in the March 1940 issue of Dun’s Review. 


Of the returns from this advertisement, Mr. William L. Sachs, 


Director of Sales, wrote, on March 1, 1941: 


“.. . we received no less than 300 inquiries.” 


“. . . about 50 from corporation presidents and 
approximately 100 more were from other offi- 
cers of large corporations.” 


“. . . 68 Duophoto units, ranging in price from 
approximately $100 to $300, were sold.” 


This is another illustration of the responsiveness and profitableness 


of Dun’s Review advertising. Further evidence available: “g5 


Business Replies in 17 Days,” “87 Executives Replied to R. A. 


Advertisement,” and “One Horseshoe is Good Luck.” 


Dun’s Review reaches 20,523 presidents and some 26,497 other 


executives. 26,619 are manufacturers. 47.49% of the companies 


are rated over $125,000. 


Sample copy of the magazine; circulation breakdown, by titles, type and 
size of businesses; above reprints, etc., will be sent to those inquiring on 


business letterheads. Dun’s Review, 290 Broadway, New York, N.Y. 
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Monarch Advertises 


fighting for business on a basis of com- 
petition tougher than ever before. Re- 
minder advertising today is a matter 
of building a foundation for the com- 
petition of tomorrow. 

Now you want your friends, with 
whom you are maintaining contacts 
through the printed word, not only to 
think about your company, but to 
think about it in the right way. 

You want them to feel that al- 
though your company is sold out for 
the time being, it has not forgotten 
them nor their problems. 

You want them to feel that your 
company is aware of the broad indus 
trial problems which are common to 
buver and seller alike. 

You want them to think that your 
company is not only abreast of cur- 
rent developments but is studying and 
preparing for the future. 

So there are a host of subjects, quite 
removed from direct product promo- 
tion, which may be discussed in your 
idvertising. 

During this period, for instance, 
our Own company used first a series of 
advertisements based on the theme of 
what will happen when peace comes, 
Ww hen cannons grow cold, when shell 
holes become furrows again, when we 
start building up once more instead 
of tearing down. Although we did not 
talk about Monarch lathes in the copy, 
the inference was that when post-war 
days arrived Monarch lathes would be 
needed more than ever to enable man- 
ufacturers to cut costs and survive 
in the competitive battle. 

Our next series of advertisements 
extolled the genius of American in- 
ventors and told how the American 
patent system has contributed so re- 
markably to America’s standard of 
living. The protection of our patent 
system is naturally a subject of con- 
cern to all of our customers and pros- 
pects. Of course we mentioned the 
fact that our own company had pio- 
neered in lathe research and improve- 
ments and that a number of the fea- 
tures of our lathes were protected by 
patents. 

We then followed with a series of 
advertisements suggesting an cight- 
point platform for American industry. 
I think the points of that program are 
worth repeating. Here they are: 
Industry Should Create Its Own 


New Frontiers 
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Alfred Herbert Ltd 


Coventry, England 


OFFICES AND SHOWROOMS AT— 
LONDON, COVENTRY, GLASGOW, 
MANCHESTER, BIRMINGHAM, SHEF- 
FIELD, BRISTOL, NEWCASTLE, CAL- 
CUTTA, BOMBAY, SYDNEY, MEL- 
BOURNE, OSAKA, TOKIO, BUENOS 
AIRES. Representing a number of lead- 
ing United States makers of machine 
tools and workshop equipment can un- 
dertake additional agencies. Resident 
representation in the United States: 
R. A. Smith, c/o W. P. Neth Co., 44 
Whitehall St., New York. 











Anyone who may be debating whether to 
continue advertising under present condi- 
tions should get a new load of courage by 
seeing this little ad, which hails from Cov- 
entry, England, which recently was practi- 
cally wiped off the map. From "The Iron Age" 


Industry Should Train Young Men 

Industry Should Beware of Obsoles- 
cence 

Industry Needs Its Older Men 

Industry Should Maintain Continu- 
ous Research 

Industry Should Become Increasing- 
ly Flexible 

Industry Should Strive for Employ- 
ment Stability 

Industry Should Make More Goods 
for More People at Lower Cost 

And in this series of advertisements 
we did not hesitate to say that Mon- 
arch was endeavoring to practice what 
it preached. 

This brings us to our current series 
of ads—a series stressing the theme 
that to get the job done you need the 
right kind of equipment. It may 
seem to you that in playing upon this 
theme we are, so to speak, rubbing it 
in—since if a prospect should sudden- 
ly act on this suggestion and send us 
an order, we couldn’t fill it for sev- 
eral months. But the point is that the 
time to drive an argument home is 
when the issue is hot. Or to put it 
another way, the usefulness of rain 
coats can best be stressed while it is 
still raining. And the first thing you 
know the rain will stop. We are not, 
in this series, soliciting business today 
—we simply want to plant today ideas 
that will bear fruit tomorrow. 

I’m citing our own advertising pro- 
gram not because I think it is anything 
remarkable, but merely by way of an 
example of the type of advertising 
activity which, in my opinion, may 
and should be continued through a pe- 
riod when selling, in the literal sense 


of the word, seems unnecessary. 
This brings us to the question of 


sales. 


You all know the old expression, 
““He’s not a salesman—he’s just an or- 
der taker.” And yet in my opinion 
any company that takes its salesmen 
off the road when it is sold out to ca- 
pacity confesses that in its opinion 
the function of salesmen is confined 
merely to order taking. 

Year after year the sales manager 
says to the sales force, ‘“There’s no sub- 
stitute for calls. Cover your territory. 
Get personally acquainted with your 
customers and your prospects. Study 
their plants. Learn their problems. 
Make yourselves of service to them in 
any way you can.” 

If that’s good business in bad times, 
and in fair times, isn’t it still good 
business even when a plant is sold 
out? 

If salesmen are not mere order tak- 
ers, but are in fact personal represent 
atives of a business, whose function is 
to make and maintain contacts and 
establish good will, isn’t it all the more 
important that they perform this part 
of their job in the days when the shoe 
is on the other foot, and the customer 
is begging for deliveries instead of the 
salesman asking for orders? 

Just consider, for instance, our sit- 


uation in the machine tool industry. 


Manufacturers of national defense 
equipment have first claim upon ma- 
chine tools as fast as they are pro- 
duced. Washington determines priori- 
ties. Does the maker of machine guns 
come before the builder of tanks? 
Washington gives the answer. And 
what about the manufacturer of cos- 
metics or breakfast food or golf clubs? 
He is just naturally out of luck. He'll 
have to wait until Uncle Sam gets 
what he needs. 

Now right there is a big job for our 
salesmen. Certainly they must ex- 
plain to the trade just what this pic- 
ture is. They must tell customers the 
whats and whys of this picture. They 
must make clear to one maker of de- 
fense equipment that, in the opinion of 
Washington, another maker of defense 
equipment may need machine tools 
They must tell 


the manufacturer who is not engaged 


even more urgently. 


in the defense program, but who wants 
machine tools badly, just why he will 
have to wait, perhaps a long time, for 
his deliveries. 

Now think for a moment about the 
prospect to whom we have been trying 
to sell machine tools for years. We 
used to bombard him with salesmen 
and with literature. Are we now sud- 
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denly going to give him the silent 
treatment—now when the chances are 
that he really does want and need our 
machines? 

If we do, we will have to pay plen- 
ty for that sort of treatment, after 
the emergency has passed. “Well,” he 
will say, “you came around often 
enough when you wanted something 
from me—but when | wanted some- 
thing from you, where were you?” 

Even with customers who are given 
prior delivery ratings the salesmen 
have a job to do today. Deliveries 
ire not easy in days like these. A com- 
pany must have twenty machines. 
When? That is the vital question. 
They can’t possibly get them all to- 
morrow. How about ten in June, 
five in July, and five in August? Will 
that turn the trick? If the salesman 
sits down with the customer and 
studies production schedules, the re- 
sult will often be a machine tool de- 
livery schedule that meets the custom- 
er’s needs and is at the same time with- 
in the limits of possibility so far as 
the machine tool builder is concerned. 

In fact, in these hectic days, the 
customer sometimes actually wants to 
buy more machine tools than he really 
needs: An example of that occurred in 
our experience only a short time ago. 
\ customer wanted seventeen lathes, 
right away. Well, gentlemen, to ask 
for seventeen lathes tomorrow is like 
isking for the moon in a basket. We 
said to our salesman, “Go into that 
plant, study their production needs 
ind schedules, and make an analysis 
of what they actually require, just 
is you would have made back in the 
old days when orders were hard to 
yet." Our salesman did so, and found 
that this company really needed not 
eventeen machines, but ten. And on 
he basis of ten lathes, a satisfactory 
lelivery schedule was arrived at. Re- 

ilt—we took care of a customer’s 

eds and did so without sacrificing 
romises to other customers who were 
kewise in urgent need of lathes for 
ational defense work. Here is a 

rst-class example of what a sales- 
nan can do when a plant is sold out 
o beyond capacity. 

You see we in the machine tool in- 
lustry have a rather broad conception 
t the function of the salesman. He 
loes far more than simply sell ma- 
hines. He comes pretty close to be- 
ng a production engineer and a serv- 
ce man. He should be able to step 


nto a customer’s plant, size up a job 
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to be done, figure out the best way of 
doing it, and if need be, put on a pair 
of overalls and give the boys in the 
shop a few first-class pointers in really 


fine machine tool operation. 


most emphatically that a company 
should not stop advertising or selling 
at a time when its plant is sold out. 
It may stop advertising and selling its 
product—but there are plenty of other 





And certainly in these days, when things, besides product, to be adver- 
we can’t deliver machines as fast as tised and sold. 


our customers want them, the least 


we can do is to give them every bit Robeson Made Todd A.M. 


of help and consideration we can. David B. Robeson, formerly wit! 
Eward M. Power Company, Inc., Pitts 
. burgh agency, has been appointed adver 
will and in human contacts which will tising manager, Todd Company, Rochester 
inevitably be repaid a thousand times N. Y., manufacturer of business equip 
; ment. He succeeds F. D. Scandling who 
' : is now doing special customer and public 
So, to sum it all up—I maintain relations work for the company 


This is a simple investment in good 


over. 





for the Number and Quality of 


INQUIRIES! 


Advertisers in MacRae’s Blue Book never complain 
Y about the quality of their inquiries. Due to circulation 

methods exclusively MacRae’s, the book is available to 
specifying and purchasing executives in only the most im- 
portant industrial and service establishments. Here, then, is 
the ideal in a media for the promotion of sales; assurance not 
only of volume of inquiries, but quality of inquiries. 
The forty-ninth and greatest Edition of MacRae’s Blue Book is already 


far in the making. Lose no time in asking for a representative from 
one of six conveniently located offices, 
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[CONTINUED FROM Pace 13] 


An Eight Point Program 


growth and endeavor to sell the air- 
ways to a country never more air- 
conscious in its history? 

Surely these firms, which are only 
a few examples of consistent adver- 
tisers, aren’t doing this just to save 
The L. D. H. Weld 


study in a recent article revealed that 


on income taxes. 


excess profit taxes had little influence 
on advertising in the first World War, 
and Washington is going to see to it 
that monies are not diverted from 
taxes to advertising this time, either. 
That is rather a poor excuse for ad- 
vertising, and I doubt if many will 
use it, 

What industry is doing in its ad- 
vertising might be classed under two 
general heads: 

1. Advertising new products and 
processes that step up production 
today. 

2. Advertising for the future—to 
hold a place in today’s market and 
build an acceptance for fomorrow, 
after the tumult and shouting dies 
and our arsenal for democracy is well 
stocked. 

A warning might well be posted on 
the advertising department’s bulletin 
board for constant visibility: “If you 
permit your full time and effort to be 
expended on affairs of the moment— 
even with an increased budget—you 
are not doing the whole job for which 
you're paid.” 

In times like these, whether more 
or less advertising is being carried on 
than in a normal year (Query: when 
was a year mormal?), the advertising 
manager has a wonderful opportunity 
Below 


are suggested ways in which he can 


for himself and his company. 


and should assist sales right now, and 


at the same time build for the future: 


1. He must, of course, keep up his 
current program, divided as between 
new products and what we dislike to 


call “institutional” advertising. 


2. He can build up product infor- 
mation; with more funds available. 
he will be able to obtain more com- 
plete product data and performance 
bef ore—data 
help immeasurably 


than ever which will 
when the curve 
turns downward again. 

3. He can study sales figures (prob- 
ably a midnight oil job) and analyze 
if and why certain products are doing 
so well while others show little if any 


increase. 
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4. He can look for “sleepers” in 
the line—the products of tomorrow 
which can be nourished to flourish. 


5. He should make more field trips, 
to learn how products are being used, 
to get performance reports first-hand, 
rather than depend on busy technical 
men, 

6. He can, with a larger appropri- 
ation, refurbish and bring up to date 
the selling literature and sales helps. 
This may be no time to issue a new 
catalog, as the line may be changing 
too often, but the following items 
may well be studied now: 

Sales Manual 
Sales printed data and 


presentations 


visual 


Factual binders for men, made 
useful for today’s defense pro- 
gram. 

7. He can contribute in no small 
degree towards employe and _ public 
relations. Men are working under 
great strain; their efforts for the com- 
pany deserve public recognition. A 
sound public relations program is defi- 
nitely a responsibility of the adver- 
tising department both for guidance 


and publicity. 


| CONTINUED FROM PaGeE 27] 


New Tasks for Ad Men 


tising except those of a good will 
and educational nature. 

The trade show or exposition con- 
stitutes a different problem, for al- 
though used for good will, educational, 
and solicitation purposes, the time 
consuming element may be regarded 
as a definite obstacle as industry be- 


comes even busier than now. 

Here again, the manufacturer with 
facilities still available may have an 
interest in participation, whereas the 
manufacturer filled to capacity may 
regard the necessary consumption of 
time and money entirely unjustified— 
unless he finds it desirable from a 
good will point of view. 

Last fall the Exhibitors Advisory 
Council, an organization from which 
manufacturers obtain unbiased facts 
pertaining to scheduled and proposed 
shows, sent out a questionnaire to all 
members in order to determine the in- 
fluence of the Defense Program on 
their trade show participation. The 
majority of replies indicated that par- 
ticipation would continue in the well- 
established and properly managed trade 
show—bur that little interest would 








8. He should find time to study 
territorial prospect lists, spot new 
prospects, check mailing lists which 
should be rapidly expanding this year. 
His plant lists of 1938 are obsolete 
now. 

Just when the time can be found 
to do all these things and still keep 
up with the current work, is up to the 
man on the job. He is up to his neck 
now, with a large problem of cur- 
rent advertising, and may be inclined 
to feel that to keep up with deadlines 
requires his full time and overtime. 

But he should remember that his 
efforts are seldom measurable by a 
yardstick such as the salesman or the 
The in- 
advertising man is dealing 
they may be- 


production manager possess. 
dustrial 
with intangibles 
come very tangible when later trans- 
lated into dollar sales and profits, but 
when he works with them they are 
but ideas, crystallized from the for- 
mative stage through the creative 
work he does. 

It’s reconnaisance work out ahead 
of the infantry, and what he brings 
back to the general staff determines 


his value. 


be shown in any new or untried pro- 
gram. 

With the many serious problems 
facing industry during the next two 
to five years of a strenuous war time 
economy, the time is not opportune 
for the show promoter to entice o1 
drive the already overburdened manu- 
facturers into some new trade show 
program. Attempts may be made by 
promoters to surround their program 
with a patriotic atmosphere or defens« 
—but the manufacturers should guard 
themselves well against such activities. 

When considering the question of 
space assignments in business papers, 
directories, and national papers, we 
should ask ourselves again what influ- 
ence the Defense Program may have 
on the number of pages and the style 
of copy to cover the phases of good 
will, education, and solicitation. 

When some factory is filled to ca 
pacity we occasionally hear the remark 
—perhaps intentionally jocular—that 
all space advertising and all salesme: 
could be discontinued until the need 
for additional business approached 
How sound would such an indicated 
policy be? To answer this briefly, 
is my earnest conviction that a policy) 
of this nature would verge closely upo: 
business insanity, and one that n 
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uund organization in this country 
vould follow. 

It is also my opinion that the most 
fective results are obtainable by car- 
ying on a Consistent year-to-year pro- 
eram—by not reducing space mate- 
ially in poor years, and conversely by 
not adding substantially in boom pe- 
riods. This formula will not apply to 
ill manufacturers, for some will be 
justified in reducing their schedules, 
vhile others—because of product, pro- 
ductive facilities, and additional funds 
ivailable—may find it desirable to in- 
crease their space schedules. 

We are at present in the preliminary 
stages of an industrial boom, but this 
one will represent a wartime effort— 
the like of which this country has 
never before seen. 

With each day bringing added bur- 
dens to our industries through short- 
ages of certain basic and finished ma- 
terials, it will become increasingly nec- 
essary to provide substitutes. Adver- 
tising of the correct character can be 
of incalculable assistance in presenting 
an effective educational story and 
helping to effect these changes. Like- 
wise, the necessity for speeding up pro- 
duction will call for greater standard- 
ization—the reduction of the variety 
of items produced—the elimination of 
unnecessary refinements—and here also 
should educational advertising prove 
of substantial assistance. 

Although we look ahead through 
clouds of war, pessimism, disruption 
ind destruction, we do so with a con- 
hdence that this great industrial coun- 
try of ours will emerge from this tur- 
noil as perhaps the leader of recon- 
struction and good will. 

You who have played such impor- 
tant parts in the past industrial 
rowth of this country through your 

und judgment, efficient salesmanship, 

| effective advertising, will have 
roven yourselves invaluable servants 
t good will and development when 
enter the next industrial economy. 
In conclusion, I wish to reiterate 

contention that sound and con- 
ictive advertising should be main- 
ned despite hell and high water. 
) progressive company can hope co 
vive or expand without it. 


ltz Gets Promotion 


loseph L. Beltz, advertising manager, 
e Thew Shovel Company, Lorain, Ohio, 
ilso been assigned duties of promotion 
nager. D. G. Savage, formerly sales 
nager, has been made general sales 
mayer, and M. B. Garber, assistant sales 
lager 
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Two Industrials Get 
Awards at Chicago 


Standard Oil Company of Indiana, and 
Crane Co. shared in the awards for out 
standing advertising of 1940 made last 
month by the Chicago Federated Adver 
tising Club. Standard Oil's industrial lu- 
brication campaign in business papers re 
ceived first award in the trade and 
technical publications division. McCann 
Erickson, Inc., was the agency 

The institutional campaign of Crane 
Co., which appeared in Surgery, Gyne- 
cology & Obstetrics received one of the 
honorable mentions. The Buchen Com 
pany, Chicago, was the agency. The ad 
which was shown as typical of the cam- 
paign bore the head: “They Scraped the 
Moss from the Dead Man's Skull.” 


Samuel E. Gold Heads 
New York Direct Mailers 


Samuel E. Gold, advertising manager, 
Lignum-Vitae Products Corporation, Jet 
sey City, N. J., has been elected president 
of the newly formed Direct Mail Adver- 
ticine Club of New York. The organiza 
tion has been set up for the exchange of 
information and the promotion of pro- 
fessional welfare of its members. Plans 
are being made to establish branch chap 
ters throughout the country 


Robertson to Fuller & Smith 

Fuller & Smith & Ross, Cleveland, has 
secured the account of the H. H. Robert 
son Company, Pittsburgh, manufacturer of 
building materials. Clyde Horton will be 
account executive 





appeared the following: 


45 West 45th Street 





A Geed Reputation 
GETS AROUND... 


A public tribute was recently paid to SHEET METAL 
WORKER by the Book List, a publication for libraries 
and others, that reflects its value as an advertising medium 
for warm-air heating, air conditioning and other sheet 
metal products and equipment. 


In connection with the listing of SHEET METAL 
WORKER in a recent issue of the Book List, there 


“The editorial department of this magazine is very 
accommodating in answering questions and suggesting 
solutions of the problems of its subcribers; also maintains 
a book department for the trade — Borkmann.” 


Logically a publication with a reputation for being so 
obliging must enjoy a high degree of good will and reader 
interest. It is a fact that SHEET METAL WORKER is 
distinctive in the good will it enjoys, not only because of 
its special service, but also because of the practical help 
transmitted to readers through its reading pages. 


As subscribers naturally prefer to do business with those 
who advertise in their favorite trade paper, if you are not 
now using space in SHEET METAL WORKER, you will 
find it profitable to do so. Its leadership in circulation and 
good will place it first as an advertising medium in this 
field. Get information on its value as an advertising medium 
direct from headquarters. Write today for the facts. 


SHEET METAL WORKER 


“Get the Facts on ‘Sheet Metal Worker’ First!” 


New York, New York 
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Steel companies plan to spend more 
than 282 million dollars for new pro- 
ductive equipment during 1941. 


This year's program covers the entire 


range of steel mill productive facili- 
ties and provides additional by-prod- 
uct coke plants, blast furnaces, open 
hearths, rolling mills, soaking pits, 
heating furnaces, wire drawing ma- 
chines and cold rolling equipment 
Subscribers to BLAST FURNACE AND 
STEEL PLANT are the men who will 
specify how this money is to be spent 
and whose equipment will be pur- 
chased 

The June issue will feature the impor- 
tant papers read at the American 
Iron & Steel Institute Meeting, New 
York, May 22 


Published by 


STEEL PUBLICATIONS... 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 











FORGING 


There is an unusually good 
market today for the manufac 
turer of equipment and supplies 
for the forging and heat treat 
ing fields 


HEAT TREATING AND FORGING 
is the only business paper de 
voted entirely to editorial rela 
tive to these fields 


Therefore it is logical that you 
can obtain greater coverage with 


less waste circulation when you 
advertise in HEAT TREATING 
AND FORGING 

Average monthly distribution 
3950 — C.C.A 


Published by 


STEEL PUBLICATIONS, INC. 
108 Smithlield St, Pittsburgh, Ps 
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What local 








chapters 
Advertisers Association are doing and thinking about 


N. LA. A. News 


of the National Industrial 





Mid-West Regional Conference 
at Chicago, April 18 


The second annual mid-western regional 
conference of the National Industrial Ad- 
vertisers Association will be held at Hotel 
Sherman, Chicago, 
April 18, under the 
joint sponsorship of 
the Chicago, Mil- 
waukee, St. Louis, 
and Indianapolis 
chapters. The 
theme of the all-day 
meeting will be “In 
dustrial Advertising 
During Defense 
and After.” 

Starting at 9:45, 
the morning session 
will be devoted to 
talks with Earl L 
Shaner, president, 
Pentor? Publishing Company, and editor, 


LACKENS 


P. I. 


Steel, delivering the keynote address in 
which he will interpret the industrial 
situation with relation to its marketing 


aspects Richard P. Dodds, advertising 
manager, Truscon Steel Company, Youngs- 


town, Ohio, and president, NIAA, will 
talk on “Fundamentals of Advertising 
that Will Pay Big Dividends.” Other 


speakers are to be announced later 

A luncheon session featured by a speak 
er of national prominence and open to all 
whether they attend 
separate the morning 
This session al- 


business executives 
other 
and afternoon programs 
ways is a star feature of Chicago regional 
conferences and draws capacity crowds 
The four sponsoring chapters will each 


sessions, will 


session in the 
that 
pro- 


departmental 
running consecutively so 
visitors may participate in the entire 
gran St. Louis has selected for its sub- 
ject, “Let's Cut Some of the Waste Out 
of Space Buying.” Carl B. Dietrich, ad- 
vertising manager, Wagner Electric Cor- 
poration, will be chairman of this session, 
with Wilford York, Hoffman & York, Mil- 
waukee, presenting the subject 

“Selling Advertising to the Sales Force 
so They Will Use It” is the subject to be 
treated by the Indianapolis chapter under 
the leadership ot J A. DeLo, advertising 
Continental Steel Corporation, 


conduct a 
afternoon, 


manager, 
Kokomo 

Milwaukee has 
“How to Get Business 


subject, 
Defense 


chosen tor its 
Alter the 


Boom.” This department will be directed 
by Van B. Hooper, sales promotion man- 
iger, The Louis Allis Company 

Norman D Buehling, vice president, 


The Fensholt Company, will lead the Chi 
cago presentation on “How Do You 
Know When You Have Enough Advertis- 
ing? Too Much? Or Too Little?” 

The day's activities will terminate with 
dinner and floor show in the Panther 
Room Advance registrations should be 
made to Mildred R. Webster, National In- 
dustrial Advertisers Association, 100 East 
Ohio St.. Chicago, at the special fee ot 


$5, all inclusive 


Those in charge of the conterence are 
general chairman, Frederic I. Lackens 
The Hays Corporation, Michigan City 
Ind., president, Engineering Advertisers 
Association, Chicago chapter; prograr 
chairman, W. Lane Witt, Crane Co.; pro 
motion manager, Arnold J. Andrews 
Bucyrus-Erie Company, South Milwauke« 
Wis.: registrations, C. N. Kirchner, Inde 
pendent Pneumatic Tool Company; hotel 
Blane G. Wiley, All-Steel 
Aurora, Il 


arrangements, 


Equip Co., Inc., 


Philadelphia Chapter Holds 
Industrial Congress 


The challenge to 
today is to make old 
the old place, and simultaneously create 
demand among new customers so that we 
can make available to more people the 
greater quantities of material blessings 
which our factories are equipped to turt 
out,” declared Philip Salisbury, executive 
editor, Sales Management, in opening the 
Philadelphia Industrial Conference, March 


Eastern Industrial 


marketers 
resort t 


industrial 
customers 


13, sponsored by the 
Advertisers 

The afternoon and evening meeting was 
devoted to discussions on the theme, “Ths 
Role of Sales Promotion in National De 
fense and in the Readjustment to Follow. 
Participating in the meeting with the EIA 
were the Philadelphia Sales Managers 
Club and the American Marketing Ass 
ciation. Attendance reached 400, includ 
ing many members of neighboring NIAA 
chapters 

“Coérdination of Production, 
tory, Market Research, Advertising, and 
Sales,” as jointly by James H 


Inver 


discussed 





Com 
dramatizes his 
impression of a browbeaten industrial ad 
vertising manager in recent talk before the 
Technical Advertising Association of Boston 


Frederick C. Noyes, Horton-Noyes 


pany, Providence agency, 
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bins, president, American Pulley Com- 
Dr. Howard T. Hovde, president, 
merican Marketing Association, and R. 


DeMott, sales manager, SKF Indus- 

ies, Inc., is reported at length elsewhere 

this issue. Robert L. Gibson, General 

ectric Company, also talked on this sub- 

Others on the program, and their sub 

ts, included Frank W. Hankins, market 

search counsellor, “The Arithmetic of 

es Management”: Harwood Merrill, 

naging editor, Modern Industry, and 

' ilter H. Gebhart, president, EIA, and 
justrial sales manager, Henry Disston 
ns Company, “Priority Planning and 
fits Protected by Intelligent Advertis 


Mason Britton, Director of Tools, Office 
Production Management, Washington, 
) C€., and vice-chairman, McGraw-Hill! 
blishing Company, speaker at the ban- 
autioned that there is urgent need 

se every possible means to further 
defense program, but expressed him- 
confident that American industry will 
the call and be found not wanting 

en the tooling program has been com- 
ed Musi Was furnished by the 


Disston Glee Club 





EAA Quiz Questions 


Following are a few of the questions 
sed in the quiz program held by Engi- 
eering Advertisers Association, Chicago, 

month. Answers will be found on 


nave LOO 


1. Does the effectiveness of an adver 
ement usually increase in direct propor: 
to its size? 

Can advertising of a purely com- 
etitive nature be considered an economic 
vaste? 

Have negative headlines in ads al- 
st invariably proved unsuccessful? 

+ As a manufacturer, would you pro- 

te other products, non-competitive, of 
rse, in your own displays? 

5. How many basic printing processes 
there? 

6. What is the most effective color to 
in direct mail going to a list composed 

(a) both men and women, (b) men 

ne, (c) women alone? 
What is a high-light halftone? 
8. Can slogans be copyrighted? 
) How often should an advertising 
nager accept lunches from salesmen? 
Can the photograph of a person be 
mercially reproduced without the spe- 
permission of the individual? 
What is the most legible of all color 
binations? 

2. If you wish to protect an advertis 

idea, can you do so by mailing a copy 

e plan to yourself via registered mail? 

The milline rate of a publication 
cost per line per thousand readers. 
or false? 
4. Would you order a line plate with 
ite details made on copper or zinc? 


¥. When the Federal Trade Commis- 
judges advertising copy under its re- 
acquired power, it bases its decision 
whether there was any intent to de- 
True or false? 
6. How many times should an adver 
g salesman call on the advertising 
iger before calling him by his first 


In the light of past experience 
ve expect advertising linage to in- 
ise or decrease during this war period? 


Find Advertising Does 
Reduce Selling Cost 


Experience records overwhelmingly 


show that advertising does reduce the cost 
of industrial selling, according to a report 
of an investigatory committee made last 
month to the Industrial Marketers of 
Northern California. The committee was 
headed by Roy Phelan and John Otter 
son, of the San Francisco ofhce of Me 
Graw-Hill Company 

Mr. Otterson declared that in the ex 
perience of Pacific Coast advertisers, the 
adoption of “Tell All” advertising pro 
grams has lowered the waiting period be 
tween the initial call and the making of 
the sale in the case of sales made on the 
fifth call or later, which is the experience 
of major advertisers 


Milwaukee Holds Annual 
Razzberry Session 


At the famous annual “razzberry™ ses 
sion of the Milwaukee Association of 
Industrial Advertisers held March 13, the 
advertising of seven members came in for 
critical discussion. Some of the common 
defects brought out were: the use of too 
much elementary “reason why” copy: in 
sufhcient concentration of copy on lead 
ing industrial uses of the product; absence 
of thumb-nail sketches; running copy into 
the gutter: failure to mention a leading 
design feature: and omission of headings to 
indicate change of subject 

An advertising campaign using a “glam 
our girl” was attacked by James Tate, 
vice-president, Delta Mfg. Company, as 
“plain laziness.” Mr. Tate pointed out 








Keep In With Engineers 


The speed-up of the tempo of industry under National Defense exigency 
has made reliable sources of information on manufactured products, 


such as the A.S.M.E. CATALOG, imperative. 


The problem involved is primarily one of co-ordinated production 
requiring technical skill of high order and the last word in engineering 
arts. Many of the thousands of products required must first be assem- 
bled or manufactured. A knowledge of the sources of these is essential. 
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_AND DIRECTORY 


is the accredited refer- 
ence publication of the 
A.S.M.E. None of the 
other Catalogs offers 
to the mechanical engi- 
neer that same unre- 
stricted access to the 
whole market from 





a eae 


as technical advisers. 





materials, so essential under prevalent conditions. It is a complete 
reference in the mechanical field and the only one. 


The A.S.M.E., whose membership forms the nucleus of this distribu- 
tion (15,000 total) is taking a leading part as a technical body in the 
National Defense Program. Many of its members are in the front line 


The distribution penetrates the important technical strata of industry, 
reaching many engineers, not ordinarily exposed to sales contact but 
who under current conditions are of paramount importance. Many of 
these are being advanced. The A.S.M.E. CATALOG has the largest 
distribution in the purely mechanical field. 


1942 EDITION NOW -BEING COMPILED 


which he buys his ma- 
chines, equipment and 














ARRANGE NOW for inclusion of Your Catalog—address 


THE AMERICAN SOCIETY / MECHANICAL ENGINEERS, 29 W 39°St. New York 


Midwest Office: 205 West Wacker Drive, Chicago, Ii 
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founder president 


that this type t advertising was always 


} 


it a disadvar tage 
easily outdo it, and because it is difhcult 
to tie-up He suggested 
that the campaign be based instead on an 


ippeal to engineers through specific out 


vecause competitors can 


copy with the girl 


showing leading ap 
further uses of the 


standing installations 
lications and possible 
product 

] Hazelwood advertising manager, 
Gisholt Machine Company, Madison, Wis.. 
yave constructive recommendations on the 
marketing of an industrial product manu 
factured in the plant of a local member 
After establishing a logical gross sales vol 
ume for the product, Mr. Hazelwood dem 
onstrated a suggested division of the esti 
mated advertising appropriation on the 
basis of the recent NIAA budgets survey 
He recommended that in the case of a 
product for fabrication purposes, copy 
themes be directed to the engineering and 
purchasing departments, whereas in the 
a product for plant operation, the 
should be directed to maintenance 
and power plant chiefs, purchasing depart 
ent, and management The appeal on 
which the ad is based should determine 
“reason why” 


ise of 


theme 


the type of copy used: as, 
opy for appeals on design superiority and 

prestige copy tor 
availa 


mommy of operatior 


ultimate customer satistaction of 


~To 


Scene of the speakers’ table at the fifth annual bancuet of the Industrial Marketers of New Jersey held last month at Newark. Herb Mercready, 
is addressing the meeting. The chapter added its |00th member during this meeting; it is sixth in size in the NIAA 


ility of product, service, and iniormation 
satistactory operation copy tor price and 
performance data trouble-free 
operation 

Selection of media was limited primarily 
to business papers because of the size of 
the market Directory space was recom 
mended because of the present increase 
of purchases by government and purchas 
ing agents Direct mail, using processed 
letter and ad reprints directed to a specific 
market, was suggested. The present catalog 
with modifications could be used, and per 
formance data stories would take care of 
publicity Even a new descriptive prod 
uct name which appeared to be of excep 


rffered 


copy for 


tional value was 


Regional Conference Marks 
Jersey's Fifth Anniversary 


With a record breaking attendance for 
regional conferences, Industrial Marketers 
of New Jersey celebrated its fifth anniver 
sary, March 19, with an afternoon and 
evening conference which had for its 
theme, “The March of Marketing.” At- 
tendance at the banquet reached 4500, in 
prominent industrial and 
The organization signed 

during the meeting, 


cluding 
political persons 
its 100th member 


many 


‘pp: 2 P 
Nitliam &.1 We Se ? 
IN RECOGNITION 


First, Of his painstaking efforts, his unfailing enthusiasm and ideals. by which he, as a national 
officer and friend, helped inspire the creation of the Industrial Marketers of New Jersey as a 
chapter of the National Industrial Advertisers Association 


Second: Of his personal example and acts in promoting greater interest in the importance of Copy in 
Industrial Advertising and of his contributions to the establishing of higher copy-writing standards 


THE INDUSTRIAL MARKETERS OF NEW JERSEY 


present this certificate of 


~ LIFE MEMBERSHIP_- 


in witness whereof, we have set our hands and seals this 19th day of March, 1941, being the fifth 
anniversary of the industrial Marketers of New Jersey 


" 
Neladl wet 


Leaked ld pr .r-4e 
cheat Me Cactey 





Framed certificate of life membership presented to William E. "Bill McFee, manager, copy 
and plans department, American Rolling Mill Company, and past president, National Indus- 
trial Advertisers Association, by Industrial Marketers of New Jersey, in recognition of his 
efforts in the organization of the chapter and in the promotion of greater interest in the 
importance of industrial advertising copy. Presentation was made at the annual banquet 
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maintaining its pace as the fastest grow 


ing chapter of NIAA 


The afternoon program was devoted to 
three clinic sessions of which Samuel E 
Gold, sales and advertising manager, Lig 
num-Vitae Products Corporation, Jersey 
City, and president, Direct Mail Adver 
tising Club of New York, was chairman. 
In his keynote address, Mr. Gold likened 
the visitors to neutral observers in the 
war zones of embattled nations, but in this 
case learning to improve their advertising 
and promotion techniques by listening to 
others who have been successful in the 
battle of business 


The first clinic, on “New Product De- 
sign,” was under the chairmanship of 
Keith B. Lydiard, Alan B. Sanger Agency, 
New York, and president, Industrial Ad 
vertising Association of New York 
(TPA). At this session, Philip E. Wil 
cox, advertising manager, Keuffel & Es 
ser Company, Hoboken, stressed the im 
portance ot product design as an adver- 
tising instrument His talk is reported 
at length on other pages of this issue 


E. V. Creagh, sales promotion 
ger, American Chain & Cable Company 
Inc., Bridgeport, president, Industrial Ad 
vertising and Marketing Council of West- 
ern New England, presided at the clini 
on “Marketing and Business Research,” 
at which Harry D’Almaine, director busi 
ness research, Irvington Varnish & Insu 
lator Company, illustrated cas¢ 
history of sales analysis as a means ol 
selecting profitable business. His talk is 
presented in full elsewhere in this issue 


The final clinic on “Direct Mail” was 
directed by William Hoes Collins, assist 
ant advertising manager, Scott Paper 
Company, Chester, Pa. Charles V. Mor 
ris, sales manager, J. E. Linde Paper Con 
pany, Newark, and editor, “Linde Lines, 
headed a cast of authorities who explained 
copy fitting, the Novaprint process | 
short economical production of advertisins 
material, wet color printing, and copy 
preparation for offset process and Ber 
Day reproductions by letterpress 


mana- 


ave an 


A feature of the banquet was the pres 
entation of a life membership in the or 
ganization to William E. “Bill” McFe« 
American Rolling Mill Company, Middl 
town, O., nast president NIAA, in r 
ognition of his efforts in the founding 
the New Jersey chapter and his effort 
in behalf of better copy in industrial ad 
vertising. The presentation was made | 
Herbert V. Mercready, manage! 
Magnus Chemical Company, Garwood 
and founder president of the chapter 

Richard P. Dodds, NIAA president 
spoke briefly, emphasizing the need 
continue advertising during the prepared 
ness program in order to maintain mar 
ket positions 

Guest speaker at the 


sales 


banquet was 
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Herbert V. Mercready, first president, In- 
dustrial Marketers of New Jersey, left, mak- 
ing the presentation of a life membership 
certificate to ‘Nilliam E. McFee, former 
president, National Industrial Advertisers 
Association, in recognition of his efforts in 
the founding of the New Jersey organiza- 
tion. Richard P. Dodds, president, NIAA, is 


shown seated at the table between them 


Hartley W. Barclay, editor, Mill © Fac 
tor wl declared his belief that organ- 


ibor is a whole 18 honest and de 


} 


the right to collective bargaining, 
harged that Communists and Nazis 
working behind the scenes are causing 


strikes to sabotage defense prepara 
Referring to the abandonment of 
by British labor for duration of the 
r, Mr. Barclay asserted that American 
should abandon its acts of violence 
nd deal in the American way, across the 
frank and clean in a gentlemanly 

on 
Wallace W. King, Wallace W. King 
\dverasing Agency, Clinton, N. J., was 


rman of the conference, assisted by 

| Farnes, Weston Electrical Instrument 
pany, Newark. Cuyler Stevens, T. ] 
Malore, Inc., New York agency, was pro 
hairman. Fred H. Pinkerton, sales 
mection manager, mechanical goods di- 


United States Rubber Company, 
New York, president of the IMNJ, offi- 

is toastmaster at the banquet. Music 

rnished by the Hyatt Glee Club 


New England Hears Wilcox 
on Your Job Today” 


ur details are someone else’s op 
nities. Your opportunities, in turn, 
often branch into other fields,’ Phil 
x, advertising manager, Keuffel & 
Company, Hoboken, N. ]., told the 
trial & Marketing Council, Western 
England Chapter, in an address on, 
Job Today,” the feature of the 
dinner meeting last month 


, 
t design schedule, for example, can 


1 1 ' 
headed by the advertising man 
e asserted. “Bending the product 
en arket is one ol the very best 


ols and is often inexpensive com 
to the cost of promotion.” 

he 
Wilcox also stressed the importance 


rking with management “Every 
while thing that you are doing 
be reporte d,” he suggested. “Clear 
tivated reports are a theft proot 


of getting full credit for the work 
They make you the man who is 
the account ind \ 


€ 

Ga increasé 
rtar > he de 
rlance, e Ggec 


I 
7 
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Celotex Acoustical Department 
Appoints Special Consultant 


The Celotex Corporation, Chicago, has 
appointed C. L. Badley, field manager of 
its Acoustical Department, to serve as spe- 
cial consultant to the business office mar- 
ket. In this capacity, he will be available 
for personal counsel where special study 
is necessary to achieve the desired acousti- 
cal correction in offices, and will work 
through the offices of the fifty-two Celotex 
acoustical products distributors through 
out the United States 


Caterpillar Tractor Appoints 
Chief Photographer 


Frank H. Kirchner has been appointed 
chief photographer for the Caterpillar 
Tractor Company. Mr. Kirchner’s pre- 


vious association with the C. L. Venard 
Studio and Oberkoetter Studios, both of 
Peoria, involved producing industrial 
films for many of the country’s leading 
advertisers, directing and photographing 
educational pictures, and specializing in 
color photography 


Appoints George Bijur 

Industrial Tape Corporation, New 
Brunswick, N. J., has appointed George 
Bijur to handle the advertising of its new 
transparent cellophane tape 


ABC Adds Two Members 

National Butter and Cheese Journal 
Milwaukee, and Tavern Weekly News 
Chicago, have been elected to member 
ship in the Audit Bureau of Circulations 


incontrovertible Evidence 
of Reader Acceptance 


of the *BPIC Specialized 


Export Magazines 


Very Few Domestic Publications Can Boast These Figures 


1 Automovil 
Americano 





INGENIERIA 


FARMACEUTICO 


90% 
82% 


125% 
INTERNACIONAL 7470 


100% 
55Uo 


Paid Circulation Increase 
Renewal Subscriptions 


Paid Circulation Increase 
Renewal Subscriptions 


Paid Circulation Increase 
Renewal Subscriptions 


Not included because a substantial amount 


Overseas Edition 





of its circulation is in countries disturbed 
by war conditions. However, more than 
70% of its regular monthly distribution 
is guaranteed, even though advertising 


rates were reduced 50%. 


Period covered in above figures is from 1936 to 1940. 


“BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Co., Inc.) 
330 WEST 42nd STREET, NEW YORK CITY 


BRANCH OFFICES—i6 South Broad Street, Philadelphia; 1427 Statler Bldg., Park 

Square, Boston; Hanna Bidg., Cleveland; 520 N. Michigan Ave., Chicago; General 

Motors Bldg., Detroit; 68 Post Street, San Francisco; 517 North Beachwood Drive, 
Los Angeles; 1011 Rhodes-Haverty Bldg., Atlanta, Ga. 
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57% 


by value of all construction 
equipment sales by equipment 
distributors, are accounted for 
by sales of road equipment. 


ROADS AND STREETS 


is the only national magazine 
that gives economic coverage 
of the buying and specifying 
authorities in all sections of the 


highway field. 


Its page rate per thousand indi- 
vidual buying units reached in 
the highway field is lower than 
that of any other national con- 
struction magazine. 


Write for ‘The Major 
Equipment Sales Market” 


ROADS AND STREETS 


330 So. Wells St. CHICAGO 





SYMBOL of SERVICE 





Advertising in “P&Q"” bears the “seal 


of approval” of all informed producers 
in the nonmetallic-minerals industry 
The records prove that it is the frst 


paper in 


Net paid producer circulation 
Executive readers 
Individual subscribers 


Plant coverage 


That is why it carries more pages of 


advertising and why its lead grows 


Write for a free 


your products 


PIT and QUARRY 


907 Rand McNally Building, Chicago 


market survey of 
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Answers to EAA Questions 


Following are the answers to the EAA 
quiz questions on page Y 

1. No 

2. No The pressure of the total ad 
vertising in a field undoubtedly increases 
the market as a whole 

3. No. Most copy men preter to use 
“nega 


phrasing where possible 
having 


positive 
tive’ headings are accepted as 
value when well used 

4 Good idea Promotion of kindred 
products makes a display more acceptable 
Particularly if it is a window display for 
dealers The dealer being interested in 
total volume would be more inclined to 
help sell your products when you are 
obviously helping him 

5. Three. Intaglio, planograph, relief; 
or gravure, offset, letterpress 

6. (a) Light green: (b) light green 
(c) light blue. Authority: Gallup Survey 
of Wrenn Paper Company, 1939 

7. A plate made from a halftone nega- 
tive where the high-light dots have been 
so exposed and etched that they will not 
print 

8. Yes 

9. If he is running only a quarter-page 
ad he can't expect many free meals. A 
lunch every 


halt page schedule rates a 


month or so A full page schedule calls 
for a lunch every two or three weeks 
Double spreads in color should pay off 
about the same as full page contracts ex 
cept that they should be in a first-class 
dump 

10. No. It is necessary, in many states 
at least, to have written permission. It is 
always advisable to do so 

11. Black on yellow 

12. No. This practice helps you to 
identify the date of origin of your idea, 
but by no means gives you any legal pro 
tection 

13. False It is the rate per million 
circulation 

14. Copper A zinc plate won't stand 

15. False Deciding factor is whether 
any deception actually occurred 

16. For the first fifteen minutes of the 
first interview, salesman should always ad- 
dress the advertising manager as “Mr.” 
After that, use his first name. If inter- 
view lasts longer than an hour, end up by 
calling him by his “nickname.” and in- 
quire, “How’s the family?” 

17 Increase Subject, ot course, to the 
fact that conditions are different 
now from what they were during past 
periods 


many 





| CONTINUED FROM PaGe 23] 


Scientific Marketing 


between brute sales pressure and reci- 
procity on the one hand, and hard- 
boiled sales resistance on the other, 
into an intelligent, constructive check- 
up of the opportunity to do mutually 
advantageous business. 

If we learn to do this throughout 
American industry, it may well be the 
key to a well-deserved world indus- 
trial supremacy. 

If we fail, it may sink many of 


us, whoever wins the war. 
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Benefits of Advertising 
Aside from Selling Force 
@ IN THESE DAYS when some ad 


vertising managers are having dith 


culty keeping management sold or 


continuing the advertising program 
because the plant is far behind on de 
liveries, they should not be allowed 
overlook the benefits of advertisin; 
aside from its selling force. Some ot 
these benefits were outlined last mont! 
by Kenneth L. Van Auken, president 
Van Auken-Ragland, Chicag 
agency, in a talk before the Chicag 
Dotted Line Club as follows: 


1. Indicates company is proud of 


Inc., 


its products—is progressive, aggressive, 
research- and improvement-minded. 
2. Sets up an inspiring code of 
standards which enthuse the organi 
zation to more enthusiastic efforts. 
3. Builds pride, loyalty and coéper 
ative spirit. 
4. Arouses enthusiasm, original 
thought, inventive genius. 
§. Builds employe pride in his work 
Lift—gears 


6. Gives employes a 


them up to better effort. 
7. Helps to hold good men from 
straying to competition or other jobs. 
8. Helps remove salesman’s inferi 
ority complex. 
9. Classes company as a “live” one, 
not dead on its feet. 
modern, 


10. Proves company is 


since advertising is a modern. sales 
tool. 

11. Is evidence of financial stabil 
ity. 

12. Is accepted as evidence of suc 
cess—(People like to patronize suc 
cessful concerns). 

13. Makes 


the salesmen, executives, and employes 


company attractive to 
of less progressive companies. 

14. Gives a 
weapon for selling distributors. 


salesman a powerful 


e ee 
15. Gives salesmen excuses for “‘ca 


backs” upon prospects. 


Affiliation Meets May 2-3 
at Niagara Falls, Ont. 


The International Afhliation of Sa 
and Advertising Clubs will hold its ann 
convention at the King Edward Hot 
Niagara Falls, Ont., May 2-3 

Al G. Moore, advertising 
General Railway Signal Company, Roche 
ter, N. Y., has been elected to the boar 
of United States members at large of t 
organization 


mandate 


Tyson on Four A's Committee 
Osc if S T ys« n,. preside 4 ) ) iys 
and Company, Inc., New York, hi 


s he 
appointed a member of the Committee 


i 
t 
American Asst 


tion ol Advertising Agencies 


Business Papers of the 








nal 


a ets. 





Sn) eer 


M iV 
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Industrial 
expositions 





ne 


1-4. Eleventh Packaging Exposition 
nd Conference, Stevens Hotel, Chi- 
ro. 232 Madison Avenue, New York 


r. 23 Petroleum Industry Electrical 
Association, Tulsa, Okla. Box 2412, 
Houston, Tex 

28-May 1. American Mining Con- 
ress—Coal Show, Cincinnati, O. Mun- 
ey Bldg., Washington, D. C 


y 19-23. Western Metal Exposition, 
Los Angeles. 7301 Euclid Ave., Cleve 
mae 


ind 


* ~ 
=) ony 


24. Automotive Engine Rebuild 
ssociation, Pittsburgh. R. G. Pat 
415 N. Capitol Ave., Indianap 


5 ow 


National Association of Pur- 
Chicago 11 Park 


26-29 
hasing Agents, 
PI ice, New York 
28-30. QOjul Mill Machinery & Sup- 
Association, Dallas W M Sow 
2819 Commerce a... Dallas 
9-12 National Association of Mas 
Plumbers, St. Louis. Edward Mon 
h, 917 15th St.. N. W.. Washing- 
D.C 


10-13 


Radio Parts National Trade 
Show, Chicago. 53 West Jackson Blvd., 
Chicago. 
ne 11-14 American Society Mechani 
il Engineers (Oil and Gas Division). 
Kansas City, Mo. 330 West 42nd St., 
New York. ‘ 
16-19 National Association of 

Building Owners and Managers, Chi 
g W. J. McLaughlin, 134 S. La 
Salle St., Chicago 

e 16-29. American Industrial Bank 
ers Ass'n, Colorado Springs, Colo. 128 
East Wayne St., Fort Wayne, Ind 
22-25. American Water Works 
\ssociation, Toronto, Ont., Can. 22 
East 40th St . New York 


52.9" 


e 23-2 American Society for Test- 
g Materials, Chicago. 260 South 
Broad St., Philadelphia, Pa 
26-27. Lake Superior Mining Sec 
of the National Safety Council. 
iluth, Minn. 18 Federal Bldg., Du 
th, Minn 
22-25. International Baby Chick All 
lustry Poultry Conference & Expo- 
n, Kansas City, Mo., 3718 Broad 
Kansas City 
18-22 Photographic Industry Con- 
ntion & Trade Show, Chicago 
irles Abel, 520 Caxton Bldg., Cleve 


21-23. Southern Appalachian In- 
strial Exhibit, Bluefield, W. Va B 
Housman, Bluefield 
25-29 National 
ver Engineers, Baltimore 
ims St., Chicago 
15-19. American Hospital Associ- 
Atlantic City, N. J. 18 E. Di 
St., Chicago 
19. 19th Annual Conference and 
National Industrial Adver 
Association, Royal York Hotel, 
J A. M. Galilee, Canadian 


nghouse Electric Company, Ltd., 


Association of 


176 West 


sition, 


QUSTRIAL MARKETING, April, 1941 


Association of Iron and Steel 
Engineers. Public Auditorium, Cleve- 
land, 1009 Empire Bldg., Pittsburgh 

Sept. 28-Oct. 4. American Transit As- 
sociation & Afhliated Associations, At- 
lantic City, N. J 292 Madison Ave., 
New York 

Sept. 29-Oct. 2. International Municipal 
Signal Association, St. Louis. 8 E. 41st 
St.. New York 


Sept. 23-26 


Dumore Promotes 
"Bob" Hamilton 


R. L. “Boh” Hamilton, sales manager, 
The Dumore Company, Racine, Wis., 
since 1938, has been 
elected vice-presi 
dent. Mr. Hamilton 
began his 
tion with 
in 1934, 
advertising manager 
of the company 
from 1935 to 1937 

He is also a mem- 
ber of the Board of 
Controls of the 
Electric Tool Insti 
tute: chairman otf 
the Membership 
Committee, Ameri 
can Supply and 
Machinery Manufacturers Association; and 
president, Milwaukee Association ol In 
dustrial Advertisers 


associa’ 
Dumore 
and was 





R. L. HAMILTON 


Whiting Prepares for Expansion 


S. H. Hammond, formerly manager of 
the appliance division, Whiting Corpora 
tion, Harvey, Ill., has been placed in 
charge of all branch offices and sales rep 
resentatives with the title of director of 
field force. Special attention will be given 
to tying in the efforts of the sales force to 
promote the development of newer divi- 
sions of the company—the Quickwork line 
of metal working machinery, including ro 
tary shears, power hammers, and stamping 
trimmers, and the aviation division cover 
ing maintenance equipment for air line 
operators 


Deepfreeze Names 
Reilly and Craighead 


The Deepfreeze Division, Motors Prod 
ucts Corporation, which has developed a 
portable refrigeration unit to be used in 
making precision-finished metal parts for 
the aviation industry, has appointed Nor- 
wood W. Craighead sales manager, with 
headquarters at North Chicago, Ill. Al- 
bert F. Reilly has been named to super: 


vise industrial sales. 


Beitzel Heads Philadelphia 


Sales Managers’ Association 


George B. Beitzel, Pennsylvania Salt 
Mfg. Company, has been elected president 
of the Sales Managers’ Association of 
Philadelphia Mr. Beitzel is sales man 
ager in charge of many of Pennsylvania 
Salt products, including laundry, metal 
cleaning, water purification, swimming pool 
sanitation, and other specialities 


“Electrical World" Promotes Two 


Charles R. Lippold, advertising repre 
sentative, Electrical World and Electrical 
Buyers Reference in New England, has 
been transferred to the Cleveland territory 
He will be succeeded by N. V. Palmer, 
previously representing El t 


ing and Wholesale 


erica t 
ectnicai Contract 


, 
Ss Odlesman 
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Why is ALCOA advertising placed 
regularly in Civil Engineering? 
Mr. C. C. Conner of the Aluminum 
Company of America answers: 


“Because it reaches the civil 
engineer ... because he has in- 
fluence on purchases of a great 
many different kinds of products 
in a great many different kinds 
of business.” 


Mr. Conner is right! When you 
sell to civil engineers, you reach 
the influential men in the building 
of bridges, tunnels, dams, power 
plants, water works, highways, 


railways, airports, factories and a 
great many other fields. Tell the 
civil engineer about your prod- 
ucts in the pages of his own pub- 
lication. 


= 


The 
CIVIL 
ENGINEER 















33 West 39th Street @ New York, N. Y. 


SEE MARKET DATA BOOK + PAGE 166 
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Call on 
SCIENTIFIC 
for 


MOTION EXHIBITS 


Sound engineering and experi- 
ence dating from A Century of 



































Progress Exposition have earned 
us a reputation for building mo- 
tion exhibits that work and are 
trouble-proof. ~~ 
Whether you are interested in 
some simple motion for attention 
value or a working scale model, 
we invite an opportunity to dis- 
cuss your next exhibit problem 
with you. 


SCIENTIFIC 


ENGINEERING CO. 


CHICAGO—42 W. Cermak Rd. 
NEW YORK—27-01 Bridge Plaza 
North, Long Island City 


art 











FORMS CLOSE 
APRIL 










AND Fe 
ENGINEERING HANDBO 


DON'T MISS THE OPPORTUNITY OF 
CATALOGUING YOUR PRODUCTS IN 
THE 1941 EDITION! 


The Paper and Pulp Mill Catalogue and Engi 
neering Handbook will keep your sales facts 
at the desks of paper and pulp mill operators 
for a solid 12 months 


Distributed to every operating paper and pulp 
the United States and Canada. also 
some to foreign mills 


mill in 


The greatest opportunity to reach the men who 
buy or specify in this important manufacturing 


FRITL 


PUBLICATIONS, INC. 


59 EAST VAN BUREN STREET, CHICAGO, ILL. 


Wire Space 
Reservations 


Now! 











One of the most helpful sales tools which 
has been provided for G-E salesmen intro- 


ducing the Tri-Clad motor is a cutaway 
model which they carry in a bowling ball kit 


| CONTINUED FROM Pact 


Tri-Clad Motor Campaign 


16 | 


a ring of conviction. “IT WAS 
JOHN’S IDEA”—the title of this 
mailing—went to our entire motor 


mailing list—was widely used by our 
distributors and agents. 

Ordinarily we do not believe in the 
use of advertising reprints as en- 
closures with our direct mail letters, 
preferring to use specially prepared 
mailing pieces, or our standard de- 
scriptive sheets and bulletins. But in 
our first advertising insert we felt that 
we had all the makings of a fine leaflet, 
hence we broke our own rule and the 
insert became our second mailing fol- 
folks’ 


nouncements. These opening blasts are 


lowing up the factory an- 
to be followed up regularly at least 
once a month by individual bulletins 
on various mechanical modifications of 
our Tri-Clads as they appear, and on 
larger sizes. We also have in the mill, 
for our dealers and agents, a new series 
of blotters as part of the campaign. 
Even more spectacular direct mail is 
being planned at the moment for later 
in the campaign than any we have had 
so far. Tying in with the current ac- 
tivity, we have redesigned our most 
popular apparatus novelty—the well- 
known G-I 
dentally, for the benefit of any who 


motor ash tray. Inci- 
may be considering a novelty, such as 
our ash tray, as part of a promotional 
program: make it good, make it prac- 
tical, make it something your cus- 
tomer will have plenty of use for at 
work, and last, don’t make it cheap 
and brickey-brackey. Our motor ash 
tray sells for fifty cents, is made of 
heavy porcelain in two colors, is easy 


to keep clean, and isn’t overcrowded 
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when called upon to contain two or 
three And 30,000 of 
them prospects that 
we're in the motor business! 

There is one class of direct mail ma- 
terial which above al! 
others—service literature. Currently, 


“extra pipes.” 
are reminding 


we believe in 


this includes publications such as ou: 
“How to Select and Apply A-C Mo 
tors,” “How to Clean and Regreas: 
Tri-Clad Ball Bearing Motors,” and a 
new code-requirements card for fusé 
and circuit breaker requirements of 
motor circuits. We have always found 
our customers hungry for such infor 
mation, and have never issued a pub 
lication of this kind without budget 
ing in advance for an original printing 
and reprinting totalling up to 100,000 
copies and more. As Owen D. Young 
once remarked: “Facts are our scarcest 
raw material.” And service literature 
—the hardest of all material to create 
—is always a best puller. 

All of our sales promotion letters 
are prepared on special Tri-Clad im 
printed stationery—one of the out- 
of-the-ordinary occasions when we de 
part from our quickly identified G-I 
blue stationery. 


Tri-Clad on Tour 


As you read this, two crews of five 
men each are on their way from coast 
to-coast and border-to-border with ou: 
traveling Tri-Clad Road Show. Under 
the direction of a traveling show man 
ager, who functions much as the ad 
vance agent of a circus, making all 
hotel reservations, arranging for local! 
laborers to assist when the show at 
rives, each of the two units consists 
of between three and four tons of ex 
hibit materials, a “knock down” stag 
with sound effects and special lighting 
and includes a professional master-ot 
ceremonies, a factory representative, 
and two truck drivers. 

Every exhibit in this traveling show 
as well as the continuity for the stag: 
closely 


presentation, is tied-in 


with all of the other elements in th« 


very 
complete program—advertising and 
sales promotion. To assure against al 
possibility of disappointing invite: 
customer groups (barring acts of Go 
of course) we have carefully work« 
out travel routes into a_ well-spack 
schedule, calling for not more tha 
two stops a week where distances ové 
200 miles between stops are involve: 
All meetings are under the directio 
of our district sales offices, thus assu 
ing maximum interest on the part « 


our sales force. Today, when all 
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Turntable displays with mirror backgrounds 
are making the rounds of distributors for 
displaying the new G-E Tri-Clad motor 


dustry is on triple shift and overtime, 
ve cannot expect to bring our cus- 
tomers to our motor factories—hence, 
ve are taking the factory to the cus- 
tomers. Already enthusiastic groups 
nearly a score of key industrial cen- 
ittest the success of this venture 

nd, by the end of tour, we estimate 
conservatively that 25,000 operating 
nen will have become intimately and 
personally acquainted with Tri-Clad— 
motor “Built for Protection First 


to Last!” 


‘Tri-Clad at Trade Shows 


Prominent on our check list of pro- 
‘tional opportunities for Tri-Clad 
the large, national trade shows. We 
bscribe thoroughly to the theory 
our exhibits must have a focal 
1t of interest—this year in particu- 
this focal point is the new motor 
Here again we tie in with our 
activities in theme and objec- 
translating the benefits to the 
into advantages peculiar to the 
fic industry sponsoring the con- 
on. The New York World’s Fair 
ts “theme center”—our current 
its have a brilliantly illuminated 
Clad motor as their theme centers 
unded by comprehensive displays 
otor parts and features. 
loubt that there is any appropriate 
otional medium not being used in 
program. Yes, we are using talk- 
motion pictures, although not as 
sively as other media. Of inter- 
to foundrymen customers is our 
minute “short” on the booking 


10d of casting motor frames. One 


ur larger distributors is using big 
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three-color posters on its trucks. All 
of our dealers and agents are being 
supplied with large, attractive window 
displays incorporating flasher mech- 
anisms to help play up the new mo- 
tor’s three protection points. Yes, we 
are even mailing out samples—not 
sample motors, but sample motor parts 
such as test specimens of our amazing 
new insulation Formex, slot insula- 
tions, etc. 

Obviously, with the Tri-Clad pro- 
gram just getting into its stride—it’s 
too early to report results, but with 
direct sales effort and publicity closely 
meshed and in high gear—well, what 
would YOU expect? 





Do Not Favor 
1941 Plastics Show 


A Plastics Show this fall is not favored 
by a majority of equipment and materials 
manufacturers and molders in the plastics 
industry, according to results of a survey 
conducted among 124 companies by the 
Exhibitors Advisory Council. On the basis 
of replies from sixty companies, 56.66 per 
cent do not favor a show this year: thirty 
per cent would like Chicago as the site, 
while 26.66 per cent want New York 
43.33 per cent prefer the fall as the time, 
ind thirty-five per cent would exhibit 
under favorable conditions 








@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 
for editorial and adver- Trade Paper 
tising material. 


Business” 


=J, ee) 


CLIPPING BUREAU 


221 N. LASALLE ST., CHICAGO, ILL. 





REX W. WADMAN 


Has Been Appointed 
Publisher of 


WORLD PETROLEUM 


THE EXECUTIVES’ PAPER 
OF THE OIL INDUSTRY 


a 


An Application for Membership in the 
Controlled Circulation Audit, Inc. will be 
immediately filed 





The Agency offers: 

1. A larger than average 
share of profits on im- 
mediate business. 

2. After a "get acquaint- 
ed" period, a substantial 
stock interest on gener- 
ous terms. 


3. Sincere cooperation of 
all departments neces- 
sary to serve current 
business and develop 
new. 

4. A congenial ‘business 
home" in which the ap- 
plicant can build an un- 
limited future income. 


Now’s The Time To 
Establish Your Own Business 


Do it by becoming associated with a Chicago Advertising Agency 
—medium sized, long established, successful—which seeks a con- 
tact-service man to qualify as a partner. 


Applicant should present all essential information about former 
positions and work done in each, education, age, and personal fac- 
tors having a bearing on business. Samples of advertising created 
are desirable but return not guaranteed. Everything held strictly con- 
fidential. Members of the agency staff know of this advertisement. 


BOX 214, INDUSTRIAL MARKETING, CHICAGO 


The Applicant 
should have: 


1. Sufficient resources to 
carry himself until he 
can establish his own 
accounts. No. salary 
seekers need apply. 


2. Proven ability to sell 
advertising service and 
to serve advertisers. 


3. Pronounced ability to 
work smoothly with 
others. 


4. Age range, 35-40. 























i ~) | [CONTINUED FROM Pace 29] 
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I| Industrial Design 
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— of the Primary of $1,800 that we were spending $15,- 
Defense Industries, 000 a year to advertise, and the new 


H) is Definitely on the design outsold the old three — 
Nowy . Five thousand dollars a year will get 
Ne oe you a good designer on a permanent 
| through its Accepted retainer basis. Unless yours is a large 
| Medium— line, he can probably do everything in 
| the shop in one or two years. 

So far we have been talking in terms 


of design for profits, and we all know 


that profits aren’t everything today. 














Good design can also be insurance 
HH] NEW YORK—Whitehall Bidg. against the future. The main worry of 
! CHICAGO—Manhatten Bidg. the powers that guide our enterprises 
For more than 50 years the lead- is what is to become of us all when 
|| 1me sourmal of the coal industry the defense boom is over. More com- 


panies than you can imagine are work- 


ing now on long term design projects 





OH Say Did YOU § that are not for immediate production. 
our advertisement in the Market Data Book 
Number? Read it NOW. 

Our A.B.C. statement for the last half of 


They are being stored for the evil day 


when markets contract and competi- 


1940 has been released—it makes interesting ee 7 
profitable reading too along with the new A.B.C tion increases. By an odd quirk of 
booklet ‘‘Media Selection _ > . eC rte . 

is: aii Sailnet accounting, such projects often cost 


to get more business . | 
~ ) Ollar. 
from this field? Find on the dol 


CHICAGO out NOW Before I leave you, there is one 


ad 
ilk Plant you in our field? Can the manufacturer as little as fifty cents 
you use our services 





sym) Yb? 
Se ron 


ASSOCIATED CONSTRUCTION PUBLICATIONS 








x**K«x* 
WOOD PRODUCTS 
VENETIAN BLIND DEALER 
BARREL & BOX & PACKAGES 
PRODUCTOS MADEREROS 


(Latin-American Edition of WOOD PRODUCTS) 


FACTS AND FIGURES for industrial marketers regarding these 
big markets will gladly be sent on request. 





Publication office, 431 Seuth Dearborn St.. Chicage, Il. New York Office, 152 W. 42nd St.; 
Phone Wis. 77-9043. Cleveland, Caxton Bldg., Phone Main 3341. New England office, 1501 
Beacon St., Brookline, Mass.; Phone Aspinwall 8480. 
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question in all your minds that | 


would like to answer. That is: “How 
can an outside designer improve th« 
products that our engineers have slaved 
over for years?” 

The answer is simple. Design 
accelerated evolution. It requires spe 
cial training to short-circuit the long 
periods of trial and error that have 
given us good designs down throug! 
the ages. Production people are pro 
duction minded, and apt to resent 
change. An outside viewpoint and 
fresh logic can often produce miracu 
lous new forms that have been passed 
by in the turmoil of getting out tne 
production, year after year. 


[CONTINUED FROM Pace 84] 


O.K. As Inserted 


tors what Edwards has been doing and 
is doing—‘To induce the architect to 
write detailed, ‘signalling’ specifica 
tions, etc.”—‘“To increase the Ed 
wards’ distributors’ sales of the more 
profitable items, etc.”—‘‘To Tell Mrs 
Homeowner to insist that her archi 
tect include detailed specifications, 
etc.”—and several other helpful plans 
and promotions Edwards has working 
in the interests of its distributors. W« 
get quite a lift over the intelligent 
thinking behind this ad and the cam 
paign. “Selling by giving” has al 
ways made so much sense to us. The 
profit chain has always started with 
the ultimate consumer and worked 
its way back through the middleme: 
to the manufacturer. It is only whe: 
everyone profits that the manufac 
turer can build any kind of a business 
Hats off to C. W. Bostrom, ad- 
vertising manager, for recogniz- 
ing that fact and creating good 
advertising around it. 
THE Copy CHASERS. 





Thompson Made Manager 


“Home Owners’ Catalogs" 


Howard M. Thompson, who has 
Chicago district manager of Home ( 
ers’ Catalogs, has been made general 1 
ager with headquarters in New York 
succeeds I Bruce Forward who has 


signed to become president and treas 
Allspine Corporation, McGaheysville 

Howard M. Keefe, formerly associat 
with Mutual Broadcasting System, t 
Mr. Thompson's post at Chicago 


Ohmeis Made Publisher 


Herbert F. Ohmeis, business mat 
Automotive Retailing, has been made f¢ 
lisher, succeeding John E. Atkinson. D 
Coster, formerly Eastern advertising 
ager, Motor Service, has been app 


advertising manager 
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What 


TRADE PAPERS 

LABOR PAPERS 

CHURCH PAPERS 

FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


DO YOU KNOW 





We can tell you, 


because 











Ov 
he 
a 
r+ 
ne 
iN 
g] 
TO 
n 
| 
u 
ed 
n Francis M. Higgins, sales promotion manager, Four Wheel Drive Auto Company, Clintonville, 
Wis., left, takes a couple of visitors for a ride on the company's new Motor Toboggan 
which can travel as fast as forty-five miles per hour. Howard Landgraf, vice-president, 
Klau-Van Pietersom-Dunlap Associates, Milwaukee, is at the controls, and Al Haupftli, 
associate district manager, McGraw-Hill Publishing Company, Chicago, rides in between 
. Electric Light & Power, Electrical Dealer 
ackaging Parade 
llestones — _ 
nd 
: ° 
: s s 8 Tool Die Machine Progress has changed 
its name to The Tool and Die Journal 
in Publishing 
1 
i Rex Wadman to 
Manage Palmer Papers 
’ ril 11 will mark the fiftieth birthday +r » 
National Provision The event The estate of Russell Palmer has ap 
‘ “UerUriat UUs me - 4 - ’ , 
n : sd ge pointed Rex W. Wadman general man 
be commemorated in the April 12 , 
in f ol bl ar th te ager of the estate's eastern properties, 
n oe ie ! hiehli — ge che “pone which consist of World Petroleum, Facts 
s ri material highlighting signinican . ’ : : 
\ , =e ‘ p ME k ili , , About Sugar, and Canadian Oil & Gas 
odin ap haa le: y re. Pa atx — Mr. Wadman is president, National Busi 
nt oo Saree Se Paes Cee Come) ness Papers Association, and editor and 
- © publisher, Diesel Progress 
Digests March issue, the annual — Three Accounts to Basford 
' V numbDer, was the largest in . i . 
he +9 i ned lud >4 G. M. Basford Company, New York, 
years 3 pages, including 234 : te] ‘ ‘ 
= ates Its outstanding fe Nas acquirec the aavertising accounts o 
idvertising tstal ing tea . . . 
i anal SF ERT any Wallace & Tiernan Company, Belleville, 
e¢ Vere technical Gescriptions of cur . 1 
: , ' N. ]., maker of chlorine and ammonia con- 
and military aircraft and aircraft . . 
( j : . trol apparatus; Novadel-Agene Corpora 
ing a Girectory-index TOU aero } , . 
er J tion, flour treatment; and the Kooler-keG 
iccessories manufacturers : 
Division of Novadel-Agene, beer dispens 
C * ing equipment 
’ nable users to personalize inat *s . 
r a . or id oa cay ET McGraw-Hill Announces Changes 
- ertisers and Dold tace listings in the é : 
Thomas’ Register, the publisher has Charles Wilkinson, formerly assistant 
sf! hed a numbering system of all such promotion manager, Business Week, has 
vl nies represented in the directory been appointed promotion manager of 





s tied in with a pocket size index 


Engineering News-Record and Construc 
tion Methods, succeeding H. A. Haworth, 


ting selected personnel of such 
nies to whom correspondence may who has been assigned to special promo 
: \ bil . } Pri ea% ‘ ’ . 
ted for prompt attentior The in tional and research work in the McGraw 
k, issued to subscribers only on Hill promotion department 


comprises eighty pages and con 


mbers trom ten to 4,379 


Digest, tabloid size, has been 
mm Boston to serve industrial 


turers and coal dealers on the 


Two New Accounts to Riordan 


Security Valve Corporation, Los An 
geles, manufacturer of automatic shut-off 
valves, and Hardman Aircraft Products, 
Inc., maker of aircraft parts, are recently 
acquired accounts of the John H. Riordan 


Seaboard \. L. Dickerman is Company, Los Angeles agency 
en iger 
Dayton-Dowd to Mace 
. =~ 
The Mace Advertising Agency, Peoria, 
Restaurant 1s sponsoring a Ill., has been appointed to handle the 


weekly meetings tor restaurateurs 
covering all phases of food 


ry) +] ning 
enu planning 


ln 


Business Papers Association 
\¢ } 1] ] 
epted the followi yy publications 


nbership The Progressive Groce? 


USTRIAL MARKETING, April, 1941 


advertising of Dayton-Dowd Company, 
Quincy, Ill, maker of centrifugal pumps 


Eckels Retains Buckley 
The Earle A. Buckley Organization, 


Philadelphia agency, has been retained by 
H. S. Eckels & Co., Philadelphia, manu 
facturing and analytical chemist 


We Clip Magazines— 
some 3,000 of them in all these 
fields—promptly, carefully and 
intelligently — 

and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 











The $5,000,000,000 


TELEPHONE INDUSTRY 


is served monthly by 


‘Fortnigh tly 


TELEPHONE ENGINEER 


The ONLY trade journal reaching EVERY telephone 
company in the United States every month 


10,500 Circulation 


Advertisements Bring RESULTS 
Write for information 
7720 Sheridan Road Chicago 


REX W. WADMAN 


Has Been Appointed 
Publisher of 


FACTS about SUGAR 


COMPLETELY COVERING 
THE SUGAR INDUSTRY 


~~ 


Pe ee a 
Controlled Circulation Audit, Inc. will be 
immediately filed 
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to RESEARCH 


Useful information compiled by publishers and others, which can be secured 
without cost through “Industrial Marketing” or direct from the publisher: 





455. How to Plan the Annual Report. 

Recommendations for publishing 
the annual report in a form that will 
make it a messenger of good will and 
valuable publicity. Suggestions are 
based on a study of the financial re- 
ports of more than 500 leading 
business organizations and the ex- 
pressed opinions of top executives and 
advertising men. Includes informa- 
tion regarding the cover, title page, 
listing ofhcers and directors, statistical 
data and charts, illustrations, shape 
and size, and distribution. Published 


by The Mead Corporation. 


456. Sell as You’ve Never Sold 
Before. 

A file style brochure dealing with 
buying practices of home builders 
and explaining the function of Hom: 
Owners’ Catalogs. Results of a sur- 
vey to determine home builders’ re- 
sponsiveness to advertising of building 
materials and equipment are presented. 


457. 1941 World Motor Census. 


The twentieth annual enumeration 
of motor vehicles in service through- 
out the world with large color map 
showing their distribution. Figures 
in tabulations are broken dow n ac- 
cording to passenger cars, trucks, 
buses, and motorcycles by countries. 
Details of United States’ exports of 
automotive equipment and accessories 
are included. Issued by The American 


Automobile (Overseas Edition ). 


458. “... so we plan to do Prestige 
advertising.” 

This booklet presents a common 
sense viewpoint ot prestige adv ertising 
and shows how it may be used to 
achieve beneficial results. Published 
by Putman Publishing Company. 


459. Government Contracts and 
Advertising Costs. 

A bulletin presenting declarations 
by ofhcials of the U. S. Treasury De- 
partment and Navy regarding inclu- 
sion of advertising costs as overhead 
in government contracts. Issued by 


World Petroleum. 


432. Earth Mover and Road Builder 
Markets 


A graphically illustrated analysis of 


the various divisions of the earth mov- 
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ing and road building markets; typ: 
of work they do; what the mark 
represents; who the buyers are, wha 
they buy, and how to sell them. Issue 


by Earth Mover and Road Builder. 


419. The Metal and Non-Metalli 
Mining Market. 


A summary of the metal and non 
metallic mining industries, including 
value of output, number of ente: 
prises, processes involved and annua 
expenditures for supplies, equipment 
and machinery. Published by Engi 
necring and Mining Journal. 


304. How 103 Plants Buy Engineer 
ing Equipment. 

This survey, issued by Power Plant 
Engineering, covering a cross-section 
of subscriber plants, provides detailed 
information on sizes of installed equip- 
ment, personnel structure of the en- 
gineering department, and titles of in- 
dividuals who recommend purchases, 


specify kind and place orders. 


420. The Dealer Situation in th 
Warm Air Heating Industry. 


This is a report of a personal study 
made in 137 cities throughout the 
country of warm air heating dealer o1 
ganizations showing changes made 
the lines they handle from 1937 to 
1939 and giving an analysis of thos 
who have gone out of business during 
that time. Prepared by American Ar 
fisan, 


429. Driving a Wedge Into Indu 

try’s Fastest Growing Market 

This booklet presents a compr 
hensive picture of the metallurgic 
engineering market, explaining how 

operates, what it does and where, what 
it buys, and describes the peculiari: 
of the men who constitute its buy 
Produced by Metals a 


factors. 


Alloys. 


400. The Big Electrical Market. 
These file sheets issued by Ele« it 

World present data giving an idea 
the market for electrical and ot! 
goods represented by the electric lig 
and power industry. Major produ: 
bought are listed and capital expe: 
tures for new construction in the 
dustry are given by subdivisions. 
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